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u- A JOURNAL FOR ADVERTISERS. 
ut 
e- Vor. XLVI]. NEW YORK, June 15, 1904. No. 11. 
CJ 
; Che Paut €. Derrick Advertising Algency. 
n- 
id HOME OFFICES, BRITISH OFFICES, 
NEW YORK, LONDON, 
y TRIBUNE BUILDING. 4 NORFOLK ST., STRAND. 
1S sito Neate 
. Rew Work, 4:2 29, 'o4. 
THE WOMAN’S MAGAZINE, 
St. Louis, Mo, 
y Gentlemen: 
n Regarding the subscribers in Freeport, Nassau County, L.1., Babylon, Suffolk Co., 
L.1., Amityville, Suffolk Co.. L.1., Patchogue, Suffolk Co., L.1., the writer has gone 
” over these very careful'y, and being well acquainted in these towns, [am very much sur- 
t prised to find that a number of names that you send me are the wealthiest people in these 
f towns, It goes to show that unless a person makes a thorough examination of the various 
id publications, that he cannot tell to what class of people the paper is sent. The information 
that I have found out in my investigation, will have a great deal of bearing in the future 
upon your publication in placing the same upon various lists which I am called upon to 
make out, ¥ 
THE PAUL E. DERRICK ADV. AGCY., 
| (Signed) 'D. R. Chichester. 
’ 
f 
THE ABOVE LETTER SPEAKS FOR ITSELF. 
> 
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Here is our offer to advertisers and advertising agents: 

Send us the name of any town or towns in the United States, where you 
are personally well acquainted—know most of the inhabitants—and we will 
have made up and send you by return mail a copy of our subscription list of 
: the town or towns youname, You can read over the list and see for yourself 
the “QUALITY ” of homes the Woman's Magazine enters, 

If interested, why not INVESTIGATE? 

It costs you only a 2 cent stamp. 

We have convinced other advertisers and MADE MONEY FOR 
THEM, We are confident we can do the same for you if YOU will 
INVESTIGATE. 

Address A. P. Coakley, Adv. Manager, 


The Woman’s Magazine 


(Largest Circulation in the World) 
ST, LOUIS (World’s Fair City), MO. 
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Announcement 


The INDIANAPOLIS JOURNAL has been purchased by the 
INDIANAPOLIS STAR, and the JoURNAL was discontinued with 
its issue of June 8th, and the first issue of the merged papers 
appeared Thursday morning, June gth. 

* * * 

This gives the Star and JouRNAL the exclusive morning 
field in Indianapolis, with a circulation of about one hundred 
thousand, or more than the combined circulation of all other 
Indianapolis newspapers. 

* * * 

The INDIANAPOLIS STAR celebrated its first anniversary 
Sunday, June 5th, and its first year has been marked with 
records that have astonished the newspaper world. 

* * * 

In three months after the first issue it had the largest 
actual paid circulation of any morning newspaper in Indiana. 
* * * 

In eight months it had acquired the largest contract for 
advertising ever made bya daily newspaper, a contract for 
two million one hundred thousand lines, with members of 
the Merchants’ Association of Indianapolis. 

* * * 

In ten months it had broken the advertising record for 
Indianapolis, and in its issue of Sunday, April roth, carried 
152 columns of home and foreign advertising, 30 columns 
more than ever published by any Indianapolis newspaper 
before. On its first anniversary, Sunday, June 5th, the 
INDIANAPOLIS STAR again broke all advertising records for In- 
dianapolis, publishing 172 columns of advertising, 50 col- 
umns more than ever carried by any other Indianapolis 
newspaper before. 


The Indianapolis Star Company 


STAR BUILDING, INDIANAPOLIS 


C. J. BILLSON, [lanager Foreign Advertising, 


Boyce Building, Chicago Tribune Building, New York 
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A JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., POST OFFICE, JUNE 29 1893. 


VoL. XLVII. NEW YORK, 


IS PIANO ADVERTISING 
UNPROFITABLE? 


A leading New York agency has 
been investigating conditions 
among the piano manufacturers. 
Results are interesting. There is 
an enormous demand for pianos, 
to begin with—particularly medi- 
um-priced instruments. The old 
“parlor organ” and melodion are 
being cast out of farmers’ homes 
all over the country. The farmer 
has more money than he ever had 
before, and his children refuse to 
tolerate the old reed instruments. 
Once upon a time the “parlor or- 
gan,” with its wondrously orna- 
mented case, was a sign of afflu- 
ence in the country. Now the 
young folks have town ideas, and 
anything short of an upright piano 
carries the stigma of the “hay- 
seed.” Organs are being turned in 
by the hundred in exchange for 
pianos, and the manufacturers use 
their walnut cases for—what do 
you suppose? Coffins! The “par- 
lor organ” of the country districts 
was long the funeral casket of 
Euterpe. Now the frame becomes 
a coffin in reality, while the reeds 
serve the same purpose as the 
squeal of the pig at the Chicago 
Stockyards. This traffic is carried 
on largely in Chicago, where the 
mahogany frames of old square 
Pianos are turned into coffins too. 
Never before were so many 
pianos sold, and never so little ef- 
fective piano advertising done. The 
advertised piano is nearly always 
a hi h-priced instrument, like the 
Chickering or Steinway, made 
wholly by hand and sold only to 
the critical musician. Only the 


name is featured. But for every 
advertised piano on the market 
there are at least fifty that are not 
advertised. The big Chicago mail 
order houses are said to sell thou- 
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sands of low-priced and medium- 
priced instruments. High-priced 
pianos do not sell to the agricul- 
tural population. Natural condi- 
tions have created a business that 
transcends all piano traditions. It 
is the belief of the agency that a 
piano campaign along new lines 
will throw much of this business 
to an advertising manufacturer. 
“Our promotion department has 
been working on a large manufac- 
turer who is skeptical of the value 
of advertising,” said one of the 
agency’s solicitors. “Our argu- 
ments have been met by his objec- 
tions, and the other day he said 
that he had never known a piano 
campaign to be successful. All 
the money spent in magazines, 
newspapers and other mediums, he 
asserts, is unprofitable expendi- 
ture. In looking over the field to 
find instances of successful piano 
advertising we have been struck 
with its apparent ineffectiveness. 
While not prepared to agree with 
this manufacturer, we are con- 
vinced that piano publicity is in 
that state of general mediocrity 
that invites live competition. 
“There are three stock methods 
in piano exploitation. The first 
shows an instrument in a beautiful 
interior—ninety per cent interior 
to ten per cent piano. The second 
uses great musicians’ names in 
connection with the instrument. 
The third consists of general state- 
ments, such as ‘brilliancy of tone,’ 
‘ease of touch,’ ‘durability of ac- 
tion,’ etc. ._Piano sales are made 
through the local dealer rather 
than through advertising. In the 
country towns of the West a trav- 
eling salesman opens a showroom 
temporarily and*loads the place up 
with instruments, or even takes the 
piano to the farmer’s door in a 
specially constructed wagon. It 








‘4 PRINTERS’ INK. 


costs from seven to ten per cent. 
to sell pianos. We believe that this 
cost can be reduced through adver- 
tising, as the piano manufacturer 
we have been working on has a 
splendid selling organization 
through dealers, and can take care 
of inquiries.” 

“Would you use farm papers?” 

“Only for a very low-priced in- 
strument—one that could compete 
with the instruments sold by mail 
order houses. Our plan is to 
raise the standard of demand by 
advertising better instruments in 
magazines. The piano we have in 
mind has several points of nov- 
elty. Novelty seems indispensable 
to a piano campaign. For one 
thing, this instrument has an en- 
tirely new case. The design is so 
novel and beautiful that it imme- 
diately attracts attention. Few peo- 
ple have seen a piano like it. Econ- 
omy of space is another strong 
talking point. The instrument 
takes up less room than any other 
upright piano. Then, by an entire- 
ly new principle of construction, it 
has the tone of a grand piano. 
When played alternately with a 
grand in the same room even a 
trained musician cannot tell the 
tone of one from the other. There 
are other points, too, but chiefly 
of construction and action. While 
these details make the quality of a 
piano, I am not so sure that they 
are effective in advertising. The 
number of people who can be in- 
terested in the mechanical side of 
a piano is small. Looks count 
more. Many buy according to 
price. If your instrument has tone 
you can demonstrate it and make 
sales. If it hasn’t any tone to 
brag of, the expert piano salesman 
can still dispose of it, provided the 
price is attractive. The greater 
piano buying public is not musical- 
ly skilled. 

“To call attention to an instru- 
ment like this, with noyelty enough 
to fix it in the public mind, we 
favor a magazine campaign to help 
dealers. Only a few mediums 
would be employed, but large 
spaces would be taken. Choose a 
smal] field and hit hard. In stand- 
ard magazines I am convinced that 
four page ads are needed to make 
an impression, with full pages in 


the large women’s magazines, like 
the Ladies’ Home Journal.” 

Whatever the opportunities for 
piano advertising, it must be con- 
fessed that there is no instrument 
now generally exploited that is re. 
membered for things that distip- 
guish it from all other pianos, 
Everybody knows the names of 
Chickering and Steinway, but lit- 
tle about the instruments. The 
quarter-page ad of Vose Pianos 
that has run in preferred position 
on magazine covers time out of 
mind contains fifty words of argu- 
ment. Everybody has seen it. No- 
body remembers what it says. 

The piano ad as it stands is a sort 
of refined circus poster, made up of 
words and claims. Perhaps the 
only piano advertisements ever 
written that were really human 
are those of the Starr Piano, print- 
ed in the Philistine. In his assert- 
ive style Fra Hubbard states that 
the Starr is a winner, and he 
doesn’t care who knows it. The 
argument is not strong, but the 
novelty of such a statement in a 
piano ad makes it good. The 
piano-player advertisements have 
been effective from the start, both 
in arguments and _ illustrations, 
Nobody accuses them of being un- 
profitable, and perhaps they are 
really at the bottom of the increase 
in piano trade. The assertion of 
the Presbrey agency’s prospective 
client that there was never a suc- 
cessful piano campaign is a pretty 
large assertion. Yet, with all the 
piano advertising appearing in 
magazines and newspapers, it is 
difficult to select a half dozen ads 
that look as though they were 
bringing returns. 





Except a man have that sixth sense 
known as the advertising instinct, which 
compares with the newspaper man’s 
“nose for news,” he may have eloquence, 
good position, and unlimited appropria- 
tion, and still not advertise.—Profitable 
Advertising. 


Boy—Paper, sir? 

Uptodate—Well, I don’t know. Have 
you any paper that prints coupons which 
you can take to the office next dey and 
exchange for a fresh paper?—N. Y. 
Weekly. 

> 


It is interesting to note that amon 
six committees selected in a club forme 
to promote the interests of a cé 
church, the Advertising Committee was 





named first.—The Billboard, 
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Little Lessons in Publicity.—Lesson 39. 


Have a Good Crop 


The advertiser must realize that seed time comes before 
the harvest. The four requisites for reaping a good crop 
are: First, good soil; second, good preparation ; third, good 
seed; fourth, good cultivation. 


For Fertile Soil (territory) I would suggest 








WASHINGTON, population, 250,000 
BALTIMORE, population, 508,000 
INDIANAPOLIS, population, .169,000 
MONTREAL, population, 400,000 
MINNEAPOLIS, population, 202,000 


For Good Preparation I would suggest the placing of 
goods in from sixty to seventy per cent of the local houses. 

For Good Seed I would suggest carefully prepared, 
truthful statements of wares advertised. 

For Good Cultivation I would suggest careful inspec- 
tion of goods in the hands of local dealers, showing them how 
to place the goods to the best advantage from a suggestive 
standpoint. 


Advertising rarely pays for the first few insertions. If I 
were taking up an advertising campaign, I would look upon it 
as an investment and would plan as follows: First year, seed 
sowing ; second year, cultivation; third year, harvesting. 

The reaping of an abundant harvest from the soil men- 
tioned depends upon the careful planting of seed (advertising) 
in the columns of the following five great evening dailies ; 


THE WASHINGTON STAR, Gireulation, 34,000 
THE BALTIMORE NEWS, . Orn, 56,000 
THE INDIANAPOLIS NEWS, Gireulation, 74,000 
THE MONTREAL STAR, Gireulation, 50,000 


THE MINNEAPOLIS JOURNAL,  Sixtlation, 63.000 
For further suggestions and detailed plan write 


Mf. LEE STARKE, 


Vritane Beliding Manager General Advertising, "hae 
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A CHEWING-GUM CAM- 
PAIGN. 


“Chiclets” is the name of a 
chewing-gum novelty that was in- 
troduced in Philadelphia some time 
ago with surprising results. “Chic- 
lets” are simply little tablets of 
chewing-gum covered with a coat- 
ing of peppermint candy. They are 
made by Frank H. Fleer & Co., a 
Philadelphia chewing-gum house, 
said to be the largest outside the 
“trust,” as the American Chicle 
Company is known. Fleer’s Pep- 
sin Gum has long been a staple, 
and had become so without much 
advertising. Newspapers were 
tried eight years ago without pro- 
nounced success. When “Chic- 
lets” was ready to market the com- 
pany took large spaces in the Phil- 
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adelphia Bulletin to introduce the 
new product, with the result that 
the factory had to be enlarged in 
sixty days. 

The ads were two and four col- 
umns wide, displayed to give a 
poster effect to the name. The 
name was catchy, and the article 
itself caught on through its nov- 
elty. “Chiclets” immediately be- 
came a street word in the Quaker 
City, and it is the intention of the 
company to extend the campaign 
to every corner of the United 
States. To date only a compara- 
tively small territory has been en- 
tered, owing to the difficulty in 
making enough “Chiclets” to meet 
demand. 

“I maintain that much of ‘Chic- 
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lets’’ success is due to the novelty 
of the article,” said Mayer M, 
Swaab, Jr., secretary of the com- 
pany. “But it is clear that the 
newspaper advertising has _ in- 
creased the efficiency of the article 
fifty per cent. This is proved by 
smaller sales in towns where no 
advertising has been done. To- 
day we have machinery for turn- 
ing out a half million ‘Chiclets’ 
daily. I see no reason why we 
cannot sell ten million daily 
through newspaper advertising, 
This is a five-cent article. It takes 
a good many nickels to bring a 
profit on large newspaper ads, and 
we go into no new territory until 
our goods have been placed with 
druggists and confectioners. As 
for copy, there isn’t much of a 
story to tell about chewing-gum. 
It is as staple in this country as 
candy. Our aim was to compel 
attention to the name and give a 
few words for the reader to think 
over. Chewing-gum advertising 
has always been more or less color- 
less, chiefly because there was no 
story to tell. ‘Chiclets’ have a bit 
of novelty that furnishes adver- 
tising material. In our ads an ap- 
peal was made to people of the 
better class, the reader being di- 
rected to ‘the better kind of 
stores.’ Copy runs every other day, 
and we have now begun adver- 
tising in Baltimore, Reading, Tren- 
ton, Pittsburg and Atlanta. To go 
faster than preliminary work is 
done would be a waste of results. 
One remarkable effect of the ad- 
vertising is that upon our standard 
product, Fleer’s Pepsin Gum. At 
first sight it would seem as though 
a novelty like ‘Chiclets’ would cut 
into the sales of the older article, 
but such has not been the case. To- 
day we are selling more gum than 
ever before, and considerable of 
the demand comes from the towns 
where our ads are running. 

** Some critics have remonstrated 
with us for using the complicated 
German text type for the body of 
our argument, but this was done 
because the word ‘Chiclets’ is 
printed in that type on all our 
packages. and is our trademark. It 
is our belief that large space makes 
sales for such a low-priced article 
rather than elaborate arguments.” 
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MORE LABOR UNION AD- 
VERTISING, 


Following the success of the 
United Garment Workers of 
America, who have created a great 
demand for their union label the 
past two years, the Boot and Shoe 
Workers’ Union has begun an ad- 
yertising campaign in dailies 
throughout the United States. 
While the Garment Workers’ copy 
was restricted to advertising the 
label of that organization, show- 
ing by means of illustrations 
where to look for it in clothing, 
the Boot and Shoe Workers’ ads 
openly oppose prison and sweat- 
shop products. Very large space 
isused. The ads are four columns 
wide and twelve inches deep. The 








copy is ultra-sensational, but 
seems to be very effective, and 
will doubtless produce results in 
the papers used—those circulating 
largely among working men and 
women. The campaign opened 
with a full page in the first issue 
of Hearst’s Boston American. It 
is said that the union has appro- 
priated $100,000 for advertising. 
The Garment Workers used maga- 
zines and street cars, with the re- 
sult that many hundreds of thous- 
ands of union labels were called for 
after the campaign began. The 
label of a labor union is its trade- 
mark, of course, and as susceptible 
to good advertising as any other 
trade brand. With perhaps the 
single exception of the Cigarmak- 
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ers’ International Union, whose 
blue label was extensively advertis- 
ed in newspapers and by painted 
bulletins some years ago, the pro- 
motion of such trademarks has 
been carried on chiefly among 
union workers through their own 
official journals. The Success of 
the Garment Workers has demon- 
strated that the general public 
alone can create widespread, pro- 
fitable demand for a union label, 
and the lesson may lead to exten- 
sive advertising by other unions. 
The Boot and Shoe Workers’ ad- 
vertising is placed by the Arnold 
Advertising Agency, Philadelphia. 
———_+oo———" 


NOTES. 


A srisk booklet from C. F. Young, 
148 Montague street, Brooklyn, de- 
scribes the courses offered at his busi- 
ness school. It makes a forceful appeal. 


An item from Printers’ InK fav- 
orable to a production of Munroe & 
Southworth, printers, 358 Dearborn 
street, Chicago, has been embodied into 
an extremely neat folder. More talk 
about good printing would give the firm’s 
literature greater advertising value. 


A BILLIARD table for the home may 
now be also a library table, dining table 
or davenport when not in use. In fact, 
the billiard table has developed greater 
possibilities than the folding bed. A 
neat catalogue showing these new forms 
comes from the Balke Manufacturing 
Co., Grand Rapids. 


Tue electrical equipment of the gov- 
ernment printing office at Washington 
has been made the basis of an interest- 
ing booklet by the Crocker-Wheeler Com- 
pany, Ampere, N. J. This company in- 
stalled most of the plant, and in de- 
scribing it has used descriptive articles 
from the Electrical World and Engineer, 
New York. 








Manufacturers 
Of food products and other 
sold under trade mark or brand will find 
_ it profitable to use THE MERCHANT 
AND MANUFACTURER, Nashville, 
Tenn., as it goes direct to the cou 


merchants throughout the middle 
South. 





Is the best 
The gp ttbon ver pa 
Ribbotipe” on the type- 


for sixty cents, two for one dollar, 
five for two dollars, prepaid to your 
address; guaranteed satisfactory, or 
money back without talk. Clark & 
Zugalla, 100 Gold Street, New York. 








8 PRINTERS’ INK. 


THE INDIANAPOLIS “STAR’S” 
BIG CONTRACT, 


The biggest thing in advertising 
contracts in the Middle West is 
that recently made by the New 
York Store, Indianapolis, with the 
Indianapolis Star, providing for a 
full-page ad daily for a year. A 
correspondent of Printers’ INK 
called on George A, Gay, presi- 
dent and general manager of the 
New York Store in that city, and 
the following conversation took 
place: 

Q.—Do you feel that returns will jus- 
tify the use of so large a space in any 


advertising medium, however good? 
A.—I do—most assuredly! Our ad- 


vertising has been running in full-page 
space daily for nearly three months, and 


ots. 


Mr. Georce A. Gay. 

results thus far prove conclusively that 
we have made no error in judgment; on 
the contrary, I attribute the phenomenal 
gains made in every department of our 
tig store largely to the large daily copy 
appearing in the Star. 

Q.—Why did you select the Star? 

A.—I believe it to be, all things con- 
sidered, one of the best advertising me- 
diums in Indiana. Our contract was 
based on the Star’s guarantee that its 
home delivered circulation in Indian- 
apolis was nearly as large as any other 
Indianapolis paper, and that its circu- 
lation outside of Indianapolis within a 
radius of seventy miles was approximate- 
ly double that of any Indianapolis news- 
paper. Another reason for my selection 
of the Star lies in the fact that the 
Star’s advertising rate per line per thous- 
and paid circulation is considerably low- 
er than that ef any other Indianapolis 


newspaper. 
O.-What is the rate? A.—We pay 6c. 


Q.—Is that the regular card rate? 

A.—The rate in effect at that time 
for 50,000 lines or more was 5 cents, 
At the present time the minimum rate ig 

cents per line. We pay cne cent 
additional for position and privilege of 
having a portion of this advertising dis 
played in colors. 

0.—Were any concessions made to 
you in order to obtain this contract? 

A.—No price concessions whatever, 
Until the contract was made with us the 
Star refused to accept any advertising 
for its outside page. When I offered to 
take the entire page every issue but 
Monday for a year they conceded this 
position and agreed to print a portion 
of every advertisement in red. 

Q.—yYour action in making a contract 
for so large a space involved a radical 
change in your advertising policy, did 
it not? 

A.—To some extent, yes. We have 
always been large advertisers. In addi- 
tion to the reasons already adduced, I 
might mention another very important 
one. A short time before making this 
contract our growing business made ne 
cessary important improvements and en- 
largements to our store, which is many 
thousand feet larger than that of any 
other department store in Indianapolis, 
Several new departments were added, all 
of which contributed to our determina- 
tion to use very much larger space in 
which to tell the daily news of our store, 

Q.—Is it not true that the larger part 
of the Star’s circulation is outside of 
Indianapolis? 

A.—My information is that it is. I 
am informed that of the Star’s total cir- 
culation of 85,000 about two-thirds is 
outside of Marion County. 

Q.—Is this country circulation of any 
value to you? 

A.—It is. Indianapolis, which is the 
capital of Indiana, is located in the 
center of the State, and is in the truest 
sense its metropolis. There are nine 
steam roads entering the town and eight 
interburban lines. There are no other 
large cities in close proximity to attract 
business in other directions, so that the 
Indianapolis merchants, through general 
publicity and their plan for the rebating 
of cash fares are enabled to draw trade 
from all the surrounding country terri- 
tory within a radius of seventy miles. 

Q.—Tell me something about your ad- 
vertising plan in so far as it relates to 
newspaper publicity. 

A.—“‘Advertise to the limit,” is my 
creed. I stick closely to special, not 
general, advertising. I believe that an ad- 
vertisement properly written and pre- 
sented may be made as interesting to 
the women folks as the news columns 
of a newspaper. Properly written and 
displayed it will secure attention sooner 
and hold it longer. Above everything 
else our advertisements must be truthful. 
Extraordinary inducements are offered 
to get the customers to the. store and 
are then lived up to to the letter. To 
do this I have my advertising manager 
feature my copy each day. The spe- 
cials are usually displayed in red ink. 
The article pushed may sell for one 
cent or a hundred dollars, but the idea 
is that paramount importance must 
paid to something new with every issue. 
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I change the advertisements every day, 
always making one thing prominent 
enough so that it will stand out above 
all others. 

Mr. Gay has been in the dry 
goods business ever since he left 
the public schools of Portland, Me. 
When fifteen years old he served 
as errand boy for Eastman Bros., 
of his home town. He spent eleven 
years there and resigned as sales- 
man to accept a similar position 
with R. H. White & Company, of 
Boston, one of the largest retail 
dry goods houses in the United 
States. : Quick promotion made 
him buyer for his firm, and this he 
held until he came to the New 
York Store. From buyer to man- 
ager, manager to vice-president 
and finally to president and general 
manager was his career for the 
first eight years in Indianapolis. 

———__—$4£ > 


From the San Francisco offices of the 
Southern Pacific come two thick booklets 
dealing with the Sacramento and San 
Joaquin Valleys in California. Taken 
by towns, the scenery, climate and op- 
portunities of these sections are treated 
from the standpoint of investors, home- 
seekers and those in search of health. 
Both books are noteworthy for complete- 
ness of information. 
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NOTES. 


Two late style books from the Craw- 
ford Shoe factory, Brockton, Mass., are 
noteworthy for fine cuts and neat ar- 
rangement generally. 


“PornTErRS” is a creditable folder sent 
out by R. J. Roemer, adwriter, 65 Ver- 
ona avenue, Newark, N. J. The argu- 
ments, while not at all new, are well 
expressed, 


METAL roofs and stamped metal work 
for the exteriors of buildings are shown 
in a booklet from Gara, McGinley & Co., 
Philadelphia, chief dependence being 
placed on half-tone_ illustrations. De- 
scriptive matter deals with the long ex- 
perience of the firm in its field. 


Two expensively printed booklets from 
W. T. B. Roberts & Son, Philadelphia, 
describe that firm’s suburban homes at 
Glenside. One tells of the growth of 
this suburb, while the other describes 
the selling plan and shows several dozen 
houses by means of photos and floor 
plans. 


“New York City’s Only Guide” is a 
unique folder from Woodworth Merrill, 
Hotel Marlborough, New York. Tr. 
Merrill seems to be the Thomas Cook 
of the metropolis, taking parties through 
interesting quarters and showing many 
sides of city life by day and night. 
His literature would probably be more 
effective if amplified into a booklet, con- 
taining outlines of various trips, with 
prices. 











A 
puts the trade of 150, 
use its advertising columns. 


Toronto paper. 





THE TORONTO STAR 
Offers You Half of Toronto. 


The STAR had a daily average circu- 
lation during the month of April of 3 ; 3 2 0 5 
The STAR goes into 20,000 homes in Toronto—about half 
the number of houses in the city. 
In practically every second house the STAR is the fam- 
ily paper and the advertisements in the STAR are the only 
vertisements which are read 
Almost every one of the 31,205 Stars which were daily 
circulated in April went into the houses of the people who 
do their buying in the city of Toronto. STAR readers 
either live in Toronto or just outside the city gates. 
per which ne the reading for 31,000 houses 
people within reach of those who 


Taking advertising rates and circulation both into ac- 
count—and what sensible advertiser does otherwise ?--the 
Star gives more publicity for a dollar than any other 


The Stak had an increase of ten thousand copies daily 
over same month in 1908, and this increased circulation is 
given to advertisers at the rates in force a year ago. 


THE CHAS, T. LOGAN SPECIAL AGENCY, 
FoREIGN REPRESENTATIVES, 
Tribune Building, New York. 





Tribune Building, Chicago. 
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RESULTS 


No amount of verbiage can add to the strength 
of that argument. General advertisers will 
find a document on the opposite page requiring 











no further explanation. 


The San Francisco Call 


unquestionably leads in circulation in the desir- 
able homes of the Pacific Coast. Its sworn 





statement of circulation for 12 months ending 
March 31, 1904, shows an average 


| Daily Circulation of 61,450 Copies 
| and Sunday, 84,339 


: The bulk of THIS BIG CIRCULATION 
IS IN THE HOMES. 


WRITE FOR ADVERTISING RATES 
JOHN D. SPRECKELS, PUBLISHER AND PROPRIETOR 


STEPHEN 8. SMITH Cc. GEORGE KROGNESS 


ADVERTISING REPRESENTATIVE ADVERTISING REPRESENTATIVE 
30 TRIBUNE BUILDING MARQUETTE BUILDING 


NEW YORK CHICAGO 
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STATE OF CALIFORNIA, 
88, 
CITY AND COUNTY OF SAN FRANCISCO. 






) Personally appeared before W. T. Hess, a notary publicin and for thecity and county 
aforesaid, W. J. PATTOSIEN, who being sworn according to law deposed as follows: “I 
am now conducting the sale of furniture, carpets, etc., in my. establishment prepara- 






















tory to retiring. 

“In the past 15 years during which time I have been engaged in the sale of 
house furnishings in San Francisco my business has grown from a small beginning 
until at the present time it is the largest establishment of its kind in San Francisco 
or on the Pacific Coast. 

“Much of the success attending my efforts I attribute to a liberal appropriation 
for advertising, and in this have employed about every medium of publicity in this 
city, gradually weeding out and reducing these media to ¢ minimum number of the 
greatest value. 

“While a general advertiser, it has been my custom to so prepare my announce 
ments that I could trace results, and I now state under oath that I have at all times 
during the past five years found that no advertising medium brought as good re- 
turns to me as THE SAN FRANCISCO CALL. 

“My advertisements in the Examiner, which admittedly leads in circulation, 
brought to me as a rule a class of customers who were very light buyers or very poor 
pay where credit was extended, but I found THE CALL at all times created a busi- 
ness in large orders of the best goods from people owning their own homes or pos- 
sessing sufficient means to enable them to fulfill their obligations 

“No other paper has approached THE CALL in value as a medium for exploiting 
my business, and nowthatI am retiring, with no interests to serve other than a de- 
sire for absolute fairness, I give, unsolicited and unreservedly, this testimonial of its 
worth for any line of business appealing to the respectable homes of the community.” 


Subscribed and Sworn to before me SPOS 


Doha 


Notary Publie in and for the City and County of San Francisco, State of Califor- 
hia. Room 1015, Claus Spreckels Building 
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BROKAW BROTHERS BEGIN 
TO ADVERTISE. 


When advertisements like the 
specimen shown herewith began to 
appear in New York dailies some 
weeks ago it was in the nature of 
an event. The ads themselves are 
not novel, but for years upon years 
the conservative old clothing house 
of Brokaw Brothers has been stub- 
bornly opposed to advertising in 
any form. About two years ago, 
for example, the business was 


moved to the large store opposite 





BROKAW BROTHERS 


Goon taste and quality at at- 
tractive prices. at is the 
whole story of. Brokaw Brothers 
continued success for the last half 
century. cordial i oe to 
examine. our s ring stock , 8 exe 
tended toall whe appreciate qua- 
lity an variety. 
ep emaral aceon Crolete 
pre of the most tastidices custome: 


ASTOR: PLACE-AND-FOURTH-AVENUE 


Cooper Union, at Astor place and 
Fourth avenue. Nearly a year 
elapsed before the firm saw fit to 
even put up a sign, and it is prob- 
able that nine-tenths of the people 
who passed that corner were under 
the impression that the store was 
a wholesale showroom. 

When a large firm opposes ad- 
vertising to that extent in these 
days of enlightenment there is nat- 
urally a good deal of pressure 
brought to bear upon it. The per- 
suasive solicitor for newspaper and 
agency, in whose bright lexicon 
there’s no such word as fail, makes 
a point of keeping after the con- 
servative. There is also the ex- 
ample set by successful advertising 
houses in the same trade. Brokaw 
Brothers have resisted this pres- 
sure for ten years, however, and 
long ago became a synonym for 
ultra-conservatism. There is no 
question that this policy has been 
very harmful. The firm is said to 
be older than any other retail 
clothing house in New York, and 
was at one time the best known of 
all concerns in its trade. But there 
has now arisen in New York a 
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generation that knows not Joseph, 
The young men buy of Rogers, 
Peet & Co., Hackett, Carhart & 
Co., Browning, King & Co., Smith, 
Gray & Co., and other houses that 
have been aggressive advertisers, 
It is said by men familiar with the 
clothing trade that none of these 
firms sell better goods, and that 
their prices are no lower than those 
of Brokaw Brothers, but the con- 
servative establishment carries 
chiefly such lines as are fitted for 
elderly men, its customers for more 
than a generation, and is out of 
touch with the younger men’s re- 
quirements. 

“The inside history of Brokaw 
Brothers has been one of retrench- 
ment the past five years,” said a 
clothing man. “I know of at least 
one occasion when salaries were 
cut all around there to meet de- 
creased business, and at that time 
one of the most able men in the 
designing department left. To-day 
he is making fully $60,000 a year 
with an advertising clothing firm. 
Just before the present advertising 
campaign was inaugurated the town 
was startled by a rumor that the 
house had been absorbed by a syn- 
dicate. This was denied in the 
papers, and seems to have galvan- 
ized the firm into advertising. A 
young man who applied to me for 
work some time ago said that he 
was one of fifty men who were 
dropped on account of decreased 
business. The dominating spirit in 
the firm is Isaac Brokaw, who has 
made a fortune in the clothing busi- 
ness by methods that were thor- 
oughly modern thirty years ago. 
He is the conservative business 
man of the old school, opposing 
present day methods as a matter 
of principle. At several times dur- 
ing the past two years there have 
been advertisements of Brokaw 
Brothers in New York papers, ap- 
pearing for a few times in spring 
and fall. The present campaign 
seems to be more persistent. It is 
well known that the firm has one 
of the second generation of the 
family as a working partner, and 
it is said that this display of energy 
is due to the progressive ideas held 
in that quarter, 
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A NON-PLACING AGENCY. 


The recent publication in Prrnt- 
ers’ INK of various views as to the 
responsibility and financial condi- 
tion of advertising agencies, fol- 
lowed by the sensational failure of 
one of the oldest and best known 
agencies, has led to many com- 
munications on the subject of an 
interesting character. 

The result has been a decided 
increase in the Little Schoolmas- 
ter’s stock of information as to 
the manner in which various agen- 
cies are conducted. 

Not the least interesting in these 
developments is a thorough insight 
into the methods of an agency 
which takes particular pride in not 
being an agency at all in the strict 
sense of the term. 

This is the George Ethridge 
Company, of 33 Union Square, 
New York City, and in a recent 
conversation with a PRINTERS’ INK 
representative Mr. Le Roy Fair- 
man, secretary of the company, ex- 
plained fully its purposes and 
methods. 

“This is an advertising agency,” 
he said, “but at the same time we 
do not place a line of business and 
never will. Such placing as we 
control is cleared through our good 
friends in the placing business. 

“The members of our company 
have all had a thorough agency 
experience, and the result of that 
experience was that when we form- 
ed this company we_ solemnly 
agreed that never under any cir- 
cumstances would we place busi- 
ness direct in any publication in 
this or any other country. 

“The reason for this course is 
that we are in business for the 
purpose of making copy and de- 
signs that will sell goods, and this 
branch of the advertising business 
mixes about as well with the plac- 
ing end of the business as oil does 
with water. 

“An advertising agent is a brok- 
er. His business is to buy space 
and see that the publisher delivers 
the goods.” 

“But why are these two branches 
of the business in your opinion in- 
compatible?” was asked. 


“For these reasons,” was the re- 
ply. “The advertising agents in 
these days have to look in about 
thirteen directions at once in order 
to escape being buncoed by smooth 
fakirs with no bank accounts, and 
this unceasing watchfulness to see 
that they take no bad money, as 
Mr, Devery put it to Elijah Dowie, 
gives them no time for anything 
else. They do take some bad 
money, and competition is so 
strong for desirable accounts that 
by the time they get those there 
isn’t very much in it. 

“The margin for copy is small, 
and the advertiser gets the ama- 
teurish efforts of the correspond- 
ence school graduates who work 
for $12.50 per, and for designs he 
gets stuff that is hawked around 
by art students who are glad to 
take any old price for a drawing 
because to-morrow is Sunday and 
the laundry is in hock. 

“Here is another thing you do 
not want to forget. The adver- 
tising agent sends his solicitor 
down to see the Rainbow Manu- 
facturing Company, of Pittsburg, 
with instructions that he must get 
that business at any cost. When 
he gets there, there are several 
other equally smooth and glossy 
solicitors from other agencies there 
on the same errand. Each and 
every solicitor has been promised 
something, ranging in value from 
a silk hat to a house and lot, if 
he gets the business. The man 
who gets it takes it at figures 
which seem ridiculous, and by the 
time he gets his silk hat or his 
house and lot, and the actual ex- 
pense of placing and checking is 
incurred, there is nothing left for 
the agency—therefore, there can 
be nothing left for copy and de- 
signs. 

“Of course, there are some 
agents who claim that they make 
a specialty of good copy and 
spend their own time and that of 
experienced and high-priced men 
in getting up effective copy for 
their customers, but when you 
hear a statement like that just wink 
the other eye, cross your fingers 
and pass on.” 

“You don’t seem tn have a very 
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high opinion of the advertising 
agents.” 

“On the contrary,” said Mr. Fair- 
man, “the Ethridge Company has 
the highest possible opinion of ad- 
vertising agents who occupy the 
position of space brokers, give good 
service, and don’t pretend to be 
or do anything else. There are 
many agents, too, who refuse to be 
drawn into this ruinous price-cut- 
ting competition, insist upon re- 
ceiving a decent commission and 
buy the best copy and designs they 
can get for their customers. Such 
agents realize that effective pro- 
fessional work is not within their 
scope, and insist upon their patrons 
allowing them a commission suffi- 
cient to permit the purchase of 
good stuff, or insist upon the ad- 
vertiser paying an additional sum 
for illustrations, copy, engravings, 
etc. 

“The Ethridge Company makesa 
specialty of rendering this class of 
service to many advertising agents 
—the agencies that are recognized 
as leaders, not only in New York, 
but in all parts of the country. 

“It was our intention from the 
beginning to inake a specialty of 
this line of work, and this is an- 
other reason why we have not 
placed, and never shall place, any- 
thing direct. 

“The agent who comes to us for 
illustrations and copy is fully as- 
sured of the fact that we are not 
competitors of his. Of course, no 
agent would buy stuff of us if we 
were in the placing business, but 
as we are not, we do not compete. 

“Tf the Jones Advertising Agency 
comes to us for professional work 
for its clients, the Smith Manufac- 
turing Company, the Smith Manu- 
facturing Company never knows 
this. Neither do we approach the 
Smith Manufacturing Company by 
mail or through our solicitors. So 
far as the advertiser knows, the 
agency is getting up its copy and 
designs, and the agent, therefore, 
gets the credit. We are guite con- 
tent that he should have the credit. 
So long as we get paid for our 
work, that satisfies us. 

“This is highly satisfactory tothe 
agents, as it obviates one source 
of annoyance. The agent who buys 
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illustrations of an artist who car- 
ries his studio under his armknows 
or fears that that same artist 
will go around to the advertiser, 
tell him that he has been getting 
up the drawings, and offer to do 
them at a smaller price than the 
agent has been charging. This 
makes the advertiser sore and 
there is trouble all around.” 

“Does not the fact that you 
serve sO many agencies lead to 
complications?” asked PRINTERs’ 
INK. 

“Certainly not,” was the reply. 
“We never disclose the fact that 
we are doing work for any par- 
ticular agent. Of course, the fact 
that we do turn out stuff for a 
large number of agencies is known, 
but no agent can say of his own 
knowledge that we do work for 
any other particular agency—un- 
less he has found out in some way 
on the outside. Of course, if 
agents tell each other that we do 
work for them, that is their affair, 
but such information never leaks 
out from this office. All relations 
of this character are purely con- 
fidential, and there is no way in 
which complications can arise. 

“We give the advertising agent 
the benefit of what is conceded to 
be the largest, most diversified and 
highly paid commercial art depart- 
ment in New York or anywhere 
else. We save him time, money 
and bother, give him stuff that 
makes a hit with his clients, and 
do it quicker than he can get it 
anywhere else in America. 

“We make a special agency rate, 
and we can afford to do this be- 
cause the business comes to us 
without expense of advertising of 
solicitors’ salaries and expenses. 

“Relations of this character are 
mutually beneficial and_ satisfac- 
tory. The agency has time to do 
the things which it is expected to 
do, and we devote our entire time 
to copy and illustrations.” 

“But you don’t devote yourselves 
entirely to agency work, do you?” 

“No, about 50 per cent of our 
business is agency work. Aside 
from this we handle the advertis- 
ing of many leading American ad- 
vertisers, principally manufactur- 
ers. We number among our pat- 
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rons such representative American 
concerns as the Postum Cereal 
Company, N. K. Fairbank Com- 
pany, Dr. Shoop Family Medicine 
Company, National Cash Register 
Company, W. L. Douglas Shoe 
Company, Conklin Pen Company, 
Farrand Organ Company, H. 
Johns-Manville Company, Kranich 
& Bach, Oliver Typewriter Com- 
pany, Standard Sewing Machine 
Company, Bissell Carpet Sweeper 
Company, Central Bedding Com- 
pany of Illinois, Smith Premier 
Type Company, Oneida Communi- 
ty, American Lead Pencil Com- 
pany, Erricsson Telephone Com- 
pany, Rochambeau Silk Company, 
Adams & Elting Company, Sweet, 
Orr & Company, Gem Cutlery 
Company, Ferdinand Westheimer 
& Son, Frederick Stearns & Com- 
pany, Ohio Suspender Company, 
Johnston Optical Company, Stand- 
ard Table Oil Cloth Company, 
White Mantel & Tile Company, 
Chatfield & Woods Company, Al- 
fred Benjamin & Company, Col- 
onial Salt Company, Parke, Davis 
& Co, Rome Manufacturing Co., 
Emsheimer, Daniels & Co., and 
Piper-Heidseick Champagne Co. 


MAGAZINES AND NEWSPAPERS 
CONTRASTED. 


There are over 300 advertisers build- 
ing up a national business by using mag- 
azines against about ten who are using 
newspapers successfully, and each one of 
these is spending more than $200,000, 
and nearly all using magazines as well. 
Such facts would recommend an adver- 
tiser who could afford to use the news- 
papers effectively, to use the maga- 
zines as well. You will find those who 
can afford to use the newspapers doing 
this. Now, if large advertisers have 
made a thorough test of both, and find 
the magazine more effective than the 
newspaper, and if nearly all large and 
successful advertisers, using newspapers, 
find it necessary to use magazines as 
well, and if the others haven’t money 
enough to use newspapers successfully, 
then it is reasonable and logical to say 
that every advertiser of a national char- 
acter seeking to build up his business 
in the shortest time and for the least 
expenditure, the two most vital econom- 
ic elements of any business—time and 
money—should use the magazine first, 
last, and always. 

Every advertiser belong to one of two 
classes; those who can spend over $100,- 
000 a year at least, and those who can’t. 
To which class do you belong? To the 
first? Then use newspapers and maga- 
zines. To the second? Then use maga- 
zines.—Will‘am C. Howland, in Wo- 
men’s Herald for Men. 
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1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


ane Chicago morning news- 
e 


papers advertising published in 
1903 as compared with 1902 shows 

HE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines, The Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE Rec. 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 : Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 














NOTES. 


A tipy booklet from the Dueber- 
Hampden Watch Works, Canton, O., 
summarizes the honesty arguments that 
have been the feature of this company’s 
recent magazine advertising. 


A pocket diary with blank spaces for 
a whole year forms a useful advertising 
novelty for the Farmers’ & Planters’ Co., 
Salisbury, Md. The odd pages have 
been transformed into a complete cata- 
logue of the company’s large stock of 
agricultural machinery and farm sup- 
plies. 


Goon breeding prevents a Boston 
woman reading a newspaper in the cars 
—and in fact the women of all New 
England. They must fix their atten- 
tion somewhere, however, so, ergo! they 
fix it upon the car cards. That’s why 
car cards pay in Boston and New Eng- 
land. M. Wineburg controls the car 
cards in New England. He knows, and 
explains the whole matter in a booklet, 
in which he also says that this isn’t half 
he knows about car cards. 

—_+o>————_ 





Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 
Has the la circulation of any news- 
Paper printed. in ie German language on 
Circulation 145,448 


RATE 2% CENTS. 
























WEEKLY AD CONTEST. 
SIXTEENTH WEEK. 


In response to the weekly ad contest 
fifty-three advertisements were received 
in time for report in this issue of 
Printers’ INK. The one here repro- 
duced was deemed best of all submitted. 
It was sent in by W. R. Hyde, care of 
the Journal, Marietta, O., and it appear- 
ed in the Cambridge, O., Sun for May 
13, 1904. A coupon was mailed to Mr. 
Hyde as provided in the conditions 
which govern this contest, viz.: Any 
reader may send in an ad which he or 
she notices in any periodical for entry. 
Reasonable care should be exercised to 
send what seem to be good advertise- 
ments. Each week one ad will be chosen 
which is thought to be superior to every 
other submitted in the same week. The 


Shirt Talk. 


‘While men wear negligee shirts , 
in summer primarily for comfort, 
they,like at the same time to ap 
pear aeat and well dressed. 

This is impossible unless theshirt 
is properly laundered and return-_ 
ed home without being all mussed 
up. 

We take especial care in this, 
and our work will please the most 
particular person. 

*Phone or postal. brings our 
‘wagon. 


GUERNSEY - LAUNDRY. 


A. L. SPENCE, Prop. 
N. Fifth St. CAMBRIDGE. 
Phones—Home 210; Bell 148. 



























ad so selected will be reproduced in 
Printers’ INK, if possible, and the name 
of the sender, together with the name 
and date of the paper in which it had 
insertion, will also be stated. A coupon 
good for a year’s subscription to PRINT- 
ERS’ INK will be sent to the person who 
sends the best ad each week. Advertise- 
ments coming within the sense of this 
contest preci preferably be announce- 
ments of some retail business. The sen- 
der must give his own name and date 
of the paper in which the ad had in- 
sertion. 


“Snort Talks About the Pittsburg 
we a is a commendable booklet 
made up of brief articles by that paper’s 
advertising manager, originally published 
in its editorial columns. 
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A CORRECTION. 
Boston, MAss., June 3, 1904. 
Editor of Printers’ INK: 

You have quite unintentionally done 
the Traveler and some of its contem- 
poraries a great injustice in the para- 
graph published in the June 1 issue of 
PRINTERS’ INK relative to our folder, 
“Advértising Value,” and I will be 
obliged if you will afford me space for 
correction. 

The Traveler as shown in the rate 
comparison is one of four Boston papers 
only which publish sworn detailed state- 
ments of circulation. 

Its run of the paper rate figures .oo19 

per line per thousand circulation (one 
fifth of a cent), the lowest cost circu- 
lation in the evening field. 
_ On the basis of 10,000 lines, 10%c.,, 
its per line per thousand rate figures 
-0013 (one seventh of a cent), the low- 
est real rate of any Boston paper. 

The per line per thousand rate of the 
Globe is 7-100 of one mill lower and 
that of the Post 3-100 of one mill lower 
than the Traveler—differences that are 
scarcely appreciable and which I believe 
are in favor of the Traveler’s evening 
circulation. 

The Record and the Transcript, which 
were mentioned in your paragraph as 
having a lower rate than the Traveler, 
have, on the contrary, the highest rate 
per line per thousand in this field, with 
the exception of the Herald. 

Yours truly, 
‘ FRANKLIN CoE, 

Business Manager of the Traveler, 


NONE SOUNDER THAN STANLEY 
DAY. 


_New Market, N. J. June 2, 1904. 
Editor of Printers’ INK: 

I note your invitation to “correct 
€rroneous impressions” relating to the 
Elite Directory of Advertising Agents 
compiled by Mr. Arthur Koppell who 
omits my name, at which I take no of- 
fense, but if the foot note in which you 
state the compiler claims the list to be 
absolutely sound financially is any in- 
dication that the inference to be drawn 
is that names omitted are otherwise, I 
take exception to such ruling inasmuch 
as no agency pays more promptly; and 
not only this, I am not only able but 
perfectly willing for a cash discount to 
cash every order sent out whether for 
one month or one year, which some of 
the “sound financially” would be puzzled 
to do, Yours truly, 

STANLEY Day. 
——_+o>—___— 

THE 1904 catalogue of the Franklin 
Motor Car, Syracuse, N. Y., is a pithy 
volume, put together on the principle of 
multum in parvo. The printing and il- 
lustrations are exquisite. 


cinieceehatiplpieentchiae 

“Away from the Work-a-day World” 
is a handsome summer book from the 
Ann Arbor Railroad, Toledo, Ohio, de- 
scribing the charms of Frankfort, Mich., 
said to be the “loveliest spot on Lake 
Michigan.” The pictures, cover and 
general arrangement are thoroughly 
praiseworthy, while the descriptive mat 
ter has a true vacation flavor. 
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A Roll of Honor 








No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


from publishers who, 





pensteomen under t 
.- 1904 issue 


this ted accord- 
of the American ‘Newspaper Directory, have submitted for 





ing oa 9 oon of the Direc 


duly signed and dated. 


tory a 
ese are generally regarded the ne publishers who believe that an advertiser has a right 


to know ow what he pays his hard cash 


Announcements under this classification, if entitled as above. cost 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if Ro wholly i in 
advance. Wee 


ne monthly or quarterly correct. 


be made, 


ons to date showing increase of circulation 


ublisher sends a statement in detail, properly signed and 


dated. covering pre ape RF period, in accordance with the rules of the American News- 


tory. 


ALABAMA. 
Evening Star. Daily aver. ‘rf 1903, 
1 at Repablic, mals on aver. 1903, 2,216. 
Birmingham, Ledger, dy. sunees. Sor 1903, 
1eeT0 — Katz., Seerial Tigent, N. 
ARIZONA. 
bee, Review. Ww. B. Kelley, yee 
1 ine no issue less tee & 1,250. In (908 
issue less than 1,750, 
Phoenix, ———. ican. Dail a <me 
6,088. Chas. T. Logan Speci 
ARKANSAS. 
‘ort Smith, Times. daily. In 1902 no issue less 
was 1, 00. ‘Actual average for August, 
October, 1903, 8,109. 
Little Reck, Arkansas Methodist. Geo. Thorn- 
burgh, pub. Actual average 1903, 10,000. 
CALIFORNIA. 
Morning Republican, daily. Aver. 1903, 
steer Mark, 6,250. E. Katz, Sp. Ag., N.Y. 
Oakland, Signs of the Times. Actual weekly 
average for 1903, 82,842. 
Redlands, Facts, dally. 
1908, 1,456. No weekly 


San Diego, San_ Di Sun. a average 
Sor 1903,2,787. W. . H. Porte 


paper Direc 





Daily average for 


rterfield, pu 


San F: ineo, Con, fall, d’y and 8 
els. ‘Aver. tor rye? 69,885, Sy, ‘ Pista oo (80). 
Av, 1903, daily 61,0864; Sun 015. 


San Jone, Evening Herald, a= ct ‘The Herald 
Oo. Average for year end. A' end. Aug., 1902, 8,597. 


pa J Morning Mercury, dail Mercury 
bli lishing Co. Average for for 1902, 6 bee, 
po Jose, Pacific Tree and og hig br ~~. 
three monthe, 1904, 8.166 Wea! 
CONNECTICUT. 


Porepre. Tim daily. Are fe 1908, 
16,509. Perry » Ur. N.Y. 


ll Morning Recor Record and Sacidithans. 
Daily average for 1903, 7,582. 


New Haven, Evening Register. daily. actual 
av. for 1903, 18,5 1; Sunday, 11,292. 


an, Haven, Goldsmith and Silversmith, 
onthly. Actual a 


Ww. G. 
First 


werage for 1903, 7,817. 
7 it , Palladi daily. Average for 
193, 7,625. E. Katz, tz, Special Agent. N. ¥. 


New Haven, Union. Av. 1903, 15,827, first 3 
mos. 1904, 15,942. E. Katz, Special Agent, N. Y. 


New London, Aver. oe, 5.618. 
Gath over 1902, 4k 3 noe. 1004, By O42. 


Norwich. Butletin, mornin morning. Average for 1903, 
4,988; first three months 190. vonths 1904, 5,178. 

Seymour, Record, weekly. W. C. Sharpe, Pub. 
acted eoroge 1903, 1 ie 


ewaterbury, Republican, Daily Beet ne : r A 





COLORADO. 
+ toi Fou, daily. Fost Printing and Pub- 
oo, OS. eS Average 

Jor May. 70d, 47,824, Gat in, 9,280. 

&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


DELAWARE. 


Wilmington, Every Eveni Avera r- 
anteed circulation for 1903, 1 1903, 10,784. a 


w mington, Morning Nev News. daily. News rub- 
lishing Co., publishers. Av. for 1903, 0,988. 


DISTRICT OF COLUMBIA. 


Washington, Ev. Pane dail; iy. Ev. so aed 
paper Co. Average for 1903, $4,088 (© 


National gone weekly. ae ter 1902, 
104,599. rat six mos. 1903, 11 
Sith Ti Thompson, Rep., Mi ve Ponicago. 


FLORIDA. 


Jack ile, 
8,89: ry 8. E. Kats, Kpectal age Agent, ‘ya 


M Tribune. dail 
A imag ko 
GEORGIA. 


Atlanta, Journal. as. Av. 1903, 88,928. Semi- 
weekly 89,981. 


Adlets News. “Actual d daily average, 1903, 
20.104. Average April, 1901 1904, 26,542. 


Atlanta, Southern. Culti' Cultivator, agriculture 
semi-mo. Actual average for 1903, 80,125. 


Py Ae ~y Walker Co. monanare. woutity. N. 
Napier, Jr., pub. Ar. for 1903, 1,640, 


IDAHO. 
Boise, Cagital News, d’y and wy. Capital News 


Hy » pub. Aver. 1903, daily 2,761, weekly 
Gp ome 


airo, Citizen. ly average 1903, 818; week- 
110. Aprit, vat daily, 1 ett weekly, 


Aver. 1908, 
York, 
Tampa Tri- 
610. Pr 


ra 

mocian. News. In 1902 no issue less than 
1. {oo deity ena 8,400 weekly (163). First r 
mvs. 1904, no day's issue of y less than 2,600. 
Chieago, Ad Sense, monthly. The Ad Sense 

Co., pubs. Actual average for 192, 6,088. 
oon Alkaloidal Clini Clinic, monthty. Dr W. 
Abbott, pap DeWitt Clough, adv. mgr. 

lution now 80,000. Aver. 
months, 25,250. gga over 


last oe ae 
| one-fourth of the American medical profenton. 
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Chicago, American Bee Journal, week! 
Actual average for 1902, 7,485. v 
Chieago, Bakers’ Helper, monthly. 

id. estab 4.175 (00). 


Rr, »gQ 


H, R. 
d Pub. Oo. dct yy 

ly. Sanders average for (903 

é. 388, a nding oy 18, 1904, 69,162. 


Dental Digest, mo. DP. H. Crouse, 

m er average for 1903, 7,000. 

Chicago, Grain Dealers Journal, s,mo. Grain 
Dealers Company. Av. for 1903, 4,854 (0). 

Chieago. Home Defender, mo. T. G. Mauritzen. 
Act. av. 1902, 5,409. Last 3 mos, 1903, 84,000. 

Chic . Journal Amer. Med. A Wy. av. 
1903, 28, 15, Jai., Feb. Mar., 1904, 30,725. 


Masonic Voice-Review, mo. Average for 1902, 
26,041. For six months /w3, 26,16 


Chieage. Monumental! News. mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966. 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending Janua January 4, 18,548. 


Chit 








leago. National 1 Harness Review, mo. Av. 
tor on 5,291. First 8 mgs. 1903, 6,250. 


Park and Cemetery and Landscape Gardening, 
mo. Av. for year ending July, 1902, 2,041. 


Ohieago, Record-Herald. Average for 1903, 
daily 124,218. Sunday 191, 191,817. 


Chicago, Retailer’s ors Journal, monthly. 
ual average for 1903, 6,785 





Act- 


thi: 






South Bend, Tribune. Sworn daily average 
1903,5,718. Sworn av. for March, é Ged 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and weekly, 
Average for 1903, dy.. 1,951; wy. 8.872, 
IOWA. 
Arlington, News. Ali home-print weekly, W, 
F. taeeenane Average for "1908, 1 00. ty. W. 
Burlington, Gazette, dy. Thos. al 
Average for ‘or 1908. 5,864, Jan. 1904, 6 050. 


Davenport, Times. Daily aver. 1903, 8,055, 
8..wy. 1,660, Daily aver. March, 1904, 9,508. Cir, 
guar. more than double of any Soopertl daily, 


Decora h, Decorah-Posten (Norwegian). Sworn 
av. cir’n, 908, 89,681. March, 1904, 40,856, 


Des Moines, Capital, daily. Lafayette You 
eee... Actual average for 138, 31,898. 
Average for Try, 1904, 84,597, 

City cha see oe - 4 Bs of Big Rn Moines 
newspaper event: 
newsyaper ae vind didvertieing ising of the ~ 4 
ment stores. gest amount of 
advertising. 


Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for 1902, 6,095. 

Dee Moines, Wallace's Farmer, wy. Est. 1879, 
Actual average for 1903, 88,76 

Museatine, Journal. saity av. 1903 4,849, 
cemi-weekly 2,708, first four months 5,16. 

Ottumwa, Courier. Daily aver. 1903, 4,512, 
semi-weekly. rene 





ah Sant ti 


tri-week]. Covers 





Chicago, The Operative Miller. . Act- 
wal average for 1 1903, 5.542. ¥ 
East St. Louls, Pines | Culture.mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage first six cue 1903, 14, 888. 
Evanston, Correct English: Row to Use It, mo. 
ual aver. year ending March, 1904, 10,000. 
Kewanee, Star-Courier Average for = 
daily 8,088. weekly 1,414. Arerage 
anteed circulation daily for J for Jan’y, 1904, oon, 8.1 ~~ 
Peortla, Star, evenings anc anda Sanday morning. 
Actual sworn average for 1902 r 1902, 28,74: 
Roekford, Register Gazette. Dy. av. for 1993, 
5,226, s.-wy. 6,416. 3. Shannon, 150 Nassau. 
Roekford, a. Republic, daily daily. Actua: average 
Sor 1903, 6,540. La Uoste & Maxwell, N.Y. 


INDIANA. 
Evanavilie, Courier, daily and 8. Courier Co., 
A 8 (244). 


b. 02,11,21 Sworn av. ’03, 12: 
B18. Smith & Thompeon, Sp. Sp. Rep.,N.Y.& Chicago. 


Evanaville. Journal-News. Av. Sor 1903, d’y 


18,852, S’y 14,120. £. Katz, Sp. Agt., N.Y. 


Goshen. Cooking Club, monthl ‘or 
1903, 26.878. yy po £ - 
wires keep issue for Gaily reference 

indians: lia, News, dy. Aver. net sales in 1903, 

ipril, 1904, 80,968. 
pele 9 Morning Journal ail. Sworn 
002. April, 1904, 4,49 


average 1903, 4, 
Marion, Leader, deny Ww B. Woes, ub. 
Actual aver., 1903, 5,295; J 5; March, 1904, &, 722. 
Munele, Star, d ae and S’y. Star Pun.Co. Aver. 

for 1908, @y rie y Sy 19, 9,250. 

Notre mame, The Ave Mar ro Maria, Catholic arse 

magazine. Actual average for 193, 24,08 
nn ao Clarion-News, , senitins Pab- 

ishing Co. Average for e for 1902, 1, 20. 
on ment, Evening Item. Item. suave &: 


av, for 
908, 8,552. Same | Sor Dec., 1 1908, 3,74 


“Richmond Sun-Telegram. Derknk:: 1903, dy. 
S11. 


For Feb., 1904, 8,944, 








Page and a counties. ounties. Average 1002,8,681, 681. 
Sioux City, Jo urnal. Dy. Dy. av. for 1903 (sworn) 

19,492, dai iy av. i. cap Tay and Mar.. 194 
0,871. lore readers in 

ite "field | than of all other é daily papers combined. 


KANSAS. 
Girard, Appeal to Reason, vou! J. A. Way- 
land. pte omy dy 1903, 260.0 - . 
Wutehincon. News. Daily 1903, 2 768, weekly, 
2,1 E. Katz, Agent, New Yor 


a ka, Western School Seal doureat, educational 
monthly. Average for 1903, 8,125. 


Wiehita, le, d’y and w’y. Av. 1902, d’y 16,+ 
781,w’y Setsabn. Beokwotth, N. Y. & Chicago, 


KENTUCKY. 


Marrodaburg, Democrat. Best weekly poe 
yee Ky. Av. 1903, 3, 8,582; growing fast. 


Lexington, Leader. Av.’08, 3,828. Sy. 4. 092, 

ist ‘cre ros, dy. 8,928, Sy.5,448. E. ‘atz, agt. 

4 ille. Evening Post, dy. Kvening Post 
.» pubs. Actual a avevage for 1908, 26,964. 


Padueah, Sun. daily. At Average, 1903, 2,181; 
Sor May, 1904, 2,918. we “ i 
LOUISIANA. 

Bow ger Item. t,. 4 R. M. Denholme, 
omy lisher. fan., 1904, 19,895, 
‘eb., 20.51% “March, 20,654. 
New Orleans. Louisiana Planter and Sugar 
Mfr., wy. In 1902 no issue leas than 8,000. 
New Orleans. News. Dy. av. gn a: 
Sunday, 17,687. E. Katz, Special Agent. N. ¥. 
New Orleans, The Southern aa official 
organ of Elkdom in La. and Miss. Av. ’03, ato. 
MEINE: 
Augusta, Comfort, m 
Actual average for 1903, yo 905,500 
Bangor, Commercial. Average for 1903, dail 
8,218, weekly 29,006, # ‘ 


Gannett, pub. 
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at Piscataquis Observer. Actual weekly 
werage 1903, 1,904, 
‘eed, Evening Jou daily, Aver. for 
1903, 1 §.814 (©). sek ly 15,4 482 (© ©). 
gm oir Woods and Woodsman sweekly. 
J. W. Brackett. Average for 1908, 8,041, 


tland. Evening Expres Express. Average for 1903, 
wert 1,740, Sunday Telegram 8,090. 


MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1903, 44,582, For May, 
1904, 56,487. 


MASSACHUSETTS. 


Boston, Globe. Aesrese Sor 1903, daily, 195,- 
554. aden. 297,38 
Largest aeN orien te in New England. 
Advertisements go in morning and afternoon 
editions for one a 


Boston, New Eng poo rie monthly- 
America "eo. ve pabe. i 21.580. 
Pag = Pilot, every ery Satura ay. Roman Catho- 
as. Jeffrey Roche, editor. oo 


a vam Post, dy. Ave for 1902, 174,178 
Av. for April, 004, dy. 218,18%,, Sy. 177,050. 
Largest p. in New England. 


Boston, Traveler. Est. 1824. Actual aah 
192, 78,852. In In 1908, %6,666. October 4 
to March, whe ahemaiten ¢ New England. 
evening ci ion in ~~ ni 
Reps. : Smith Thompson, N.Y. and Chicago. 
East Northfield, Record | Record of pobeody Work, 
mo. $1 Aver. for year end’g Dec. 31 1903, 20,250. 
A high-class ne for use ONLY by high-class 
advertisers. Page rate $22.40 flat, pro rata. 
Gloucester, Daily Times. Average for 1903, 
6,580. Firel coven months 1903, 6,629. 
Gloucester, ad Ann ag rw daity 
average year en ry 
February, 1904, average 6,01 016. yates 
North Ada Transcript, even. Daily net 
1903, &,267. Daily av. av. printed May, ’0!, ial 
Springfield, Good »d_Housek: coping, mo. 
age ren 1Sb.008. First ate months 1006, 
161,166. All advertisements guaranteed. 


Springfield, Re ablican. Av. _ dy. 15,542 
(QO), Sun. 15,270 (©O), wy. 4,08 
Woreester. Evening Post, Post, ae. Worcester 
ea Average for 1903, 1,71 
Wersesger, L’0 inion jon Publique, dail yy Be 
a pes 180. ae IOS 
oll of Honor. R. ‘4. Craig, and Chicago 


MICHIGAN. 
Adrian dy. D.W d v. for 
1903, Hest , ist. 4mos. Vf 004k 100. 
Detroit, Free Press. Ave: Average for 1903, daily 
42,918, Sunday 58,845. 
Grand Rapida, Evening Press, d Average 
1003, 87,499. 40,000 000 guar. daily 7 Sor 1904. 


Grand Ay ida, Herald. . Average daily issue 
Sor 1908, 2 2.824. 


Jocksen, Citizen, daily. daily. sae O'Donnell, 
pub. Actual average for 1902, 8,887 (461). Av. 
erage for Jirst six months 1903, 4,828, 

Jaekson, Prees and Patriot. Actual daily 
aver, for 1903, art as Av. May, 1904, 6,575. 

Kalamaz Evening Telegraph. Last six 
months 190; dy. 8,886, 9-0. 8.081, 

Kalamazoo, Seuette How: 1908, daily, 8,671. 
Guarantees 4.000 i than , 


ghey daily aver mepuohed the city. Avtual | Paro 











Saginaw. Evening News, di News, dail Average for 
1902, 9,848. May, 1904, daily 14,288. 





MINNESOTA. 
we ngeonei. Farmers’ Tribune, twice-a-w: 
Murphy, pub. Aver. for 1903, $5,686. 


Minneapolis, Farm, Stock and Home, semi- 
average 


monthly, Actual a 
average January, 1904, 8,50 z 
PR gg Svenska An merikanska Posten. 
an J. Turnblad, — . py ort 


1908, 78,854, Actual 
8,500, 


—y 





Mepeepelie, The House 
monthly. Act wal average 160 1908, rebe.260. 
Wjencapelie, Journal, dai daily. Journal Print- 
ing Co. Present daily average 64,727. 
Leoaten Them All, 


In May, the JournaL set another hot pace for 
all other Minneapolis papers. 

In May, 1904, the JouRNaL carried 10 per cent 
more advertising than it carried in May, 1903. 

Note—The JournNaL had only 2 issues, while 
the daily and Sunday papers had 2% issues and 5 
big Sundays. 

In May—The JourRNAL carried 63 per cent more 
advertising (clean) than any other Minneapolis 
daily paper, also more advertising than any 
other Minneapolis paper, daily and Sunday issues 
combined. 

In May—The JouRNAL carried 72 per cent more 
foreign advertising than any other Minneapolis 
daily paper, and 36 per cent more than any other 
Minneapolis paper, daily and Sunday issues com- 
bined. 

In May—The JovuRNAL carried over 44 per cent 
more local advertising than any other Minne- 
apolis daily paper, also more local advertising 
than any other Minneapolis paper, daily and 
Sunday issues combined. 

In May—The JouRNAL carried over 82 per cent 
more columns of classified advertising than any 
other Minneapolis daily paper. 

In May—The JouRNAL’s daily Home Circulation 
(the kind that means most to advertisers) 
averaged 

64,727 Copies 


The JouRNaL is the progressive, enterprising 
home paper of Minneapolis. For further in- 
formation write STARKE 0! OF NEW YORK. 

Minpeagelts Sr Tribune. Ibune. W. na ay tn pub. 


yee ae "Sanse sai 
3 


924, quorage ret 
months of 1904 woe O91 1 ° Te Jour 
2% Seais" the first four months of year was 

2 7h only Minneapolis daily listed 
Durcct “iat Publishes Eber 
culation = 
down ts to date in ROLL oF 
une ic the recognized Want 
Ad Medium of Eenenpoiie. 
se ratoune, Chronicle, semi-w’y. Av. = 
» ty = Owatonna's 
oan 2100. leading newspaper. 


St. Pau Wanderer, with ead 
Wo wy. Av, fr lap! 








_ pt, Pant, Dina Hes a As PAULA Data. 
ING Tx NEWSPAPERS Wy aver. BAUD S LRAD- 
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d 'y Courier. Ext. 1876. Net aver. 





St. Paul, Globe, daily. blish 
Actual ——h-5-f ‘or 1903, sre "First 9 mos. 
1903, $1,529. 


St. Paul, Pioneer-Press. Daily average for 
1902 $4,151, Sunday 80,986. 80,986. od 

St. Paul, The Farmer, aft agri., 
Sub. 50c. Prof. Th. wed. 4 - av. year end, 
February, re aeL.. po mF av. seen 

St. Paul, Voltneiens. Actual average 7 
dy. 11,116, wy. 28,414, Sor scnntaoetatt 86,408. 


<0. Est. 1882, 


St. Paul, Westlicher Hei Herold. Ave: 8, 
pag ne! gy Pr inona, 28,111; Vol sblatt 
Westens, 8 045. 
porns Republican can and Herald, daily. Aver- 
age 1902, 8,202; 1903, 4,044, 
MESSESSEP PS. 
Viekabu rican, daily. In 1902, no issue 
less than 1 ‘ee Tn 1903, 1,900 copies. 
MISSOURI. 
Joplin, Globe, dail verage 1903, 10,510, 
Mar’ 1903, 11, 491. Kates Special Agent, N.Y. 


Kanaas one, coeeeal, d‘yand w’y. Average 


Sor 190s, daily »268, week weekly 188,725. 


eS Sunny South. south, monthly. Actual 
average for 1903, 2,888. 
St, Joseph, News and Press. Daily aver. for 
1903, 80,418. Last 3 mos. 19 1903, 85,065. 
St. Louis. Medical Brief,mo. J. J. Lawre wrence, 
A.M.,M.D.,ed.and pub. Av. for 1903, 87,950. 
National Farmer and Stock Grower,mo. Av. 12 
mos. end. Dec., 1903, 106,625. 1902, 68,588. 
St. Loula, Star. Actual daily average for 
1903. 64,875. 
St. Loul«, The Woman's Pew Pave Bo Brome ar. 
Women and home. lewis Pu 
irom Wy eathe 1,596,468." Bvery lsoue 
or 7 ° wv 
Guaranteed to exceed 1,506,000 copies—full 


500, 
Largest circulation of any Siltcakion 


eg 
Anaconda. S average Sor 1903, 
10.809. WONTaNA'S. BEST WEWSPAPER. 
Butte. American Labor Union Journal. week- 
ly. Average /903, 20,549 general circulation. 





Butte, Inter-Mountain, evening. Actual sworn 
net circulation for 1903, 10,617. Guarentee 


largest circulation in State of Montana, 
net circulation for January. 1904, aver. 14, 185. 


Helena. Record, evening. Record Publishing 
‘or 1903, 10,091 daily. Average 
Sor 1903, 8,754 weekly. 


NEBRASKA. 
jtocsin Daily Star. Sa coors ‘or 1903, 
11,165, April, 1904, 14,485. f 


Lincoln, Deutsch-Amerikan ceatase, weekly. 
Actual average for 1903, 158,525 


Lineoln. Freie Presse, weekly. Aihiasidneess 
Sor 1903, 159.400. 


Lineoln, Nebraska Teacher, monthly. foune 
& Crabtree, pubs. Average for 1903, 5,310. 


Lineoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903, 1,800. In 1902, 1,660. 


maha. Den Danske Pioneer. wy. 
Neble Pub. Co. Average for 1902, 28,478. 


NEW HAMPSHIRE. 
Franklin Falls, Journal-Transcri 
Towne & Robie. Actual average 1903, 


NEW JERSEY. 
Pe Fs Park, Pree 6 ez. 3:1 J.L. mn Bee. pub. 





hus F. 


weekly. 
560. 





Pn ~ 9 ~y for 6’ mos. end. A end. April, 30, 194, 7,702, 


Camden, Post-Telegram. Actual daily aver- 
age, 1903, 5,798 sworn. Jan.,1904, 5,889, 
ey 3 Reporter, weekly. ‘ " Jenkin: 
Actual average for 1903, 2,0 » 


po Fone Observer, ie ee average 


1902, 18,097 , Sept., 1903, 22,4 1903, 
Jeraey City, Evening Jou a, 
1903, Ys: O12. First three m¢ three months 1904, 20,974, 
Newark, Rrening Kows.. J News. Even News Pub, 
Co. Av. for 1903, dail ly 58,896 896. y 16,291, 
Newmarket, Advertiser’ | Guide,mo. Stanley 
Day, publisher. Average for Sor 1903, 5,125. 
ant Bank, Register, week weekly. "st. 1878. John 
H. Cook. Actual average 1903, 2,961. 


PAL, ~~) Star,wy. Sworn av.’03,8,759, 
Every issue since Feb., 04, more than 8, 8,90 00, 


NEW YORK. 


Albany, Journal, evening. foun Co, Aver 
age one year to April 30, 1904, 30, 1904, 17, 288. 


Albany. Times Union, ever every pawn Establ, 
1856. Average Sor first three m three months 1904, 29, 626, 


Binghamton. Evening ening Herald, daily. Herald 
Co. Average for first three months 1904, eggs 


Buffale, Courier, pete. Enquirer, o-. 
J. « onners, ver. 903, morni 0, ese; 
evening 88,082; ye average 68, se. 


Buffalo, Evening News. Daily average 1903, 
79.408. First 3 months 1904, 85.949. 


Catekill, Recorder, weekly. Ha Hall, edi- 
tor. 1903 av., 8,408. Av. last 3 months, 8,566, 


Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. pape paper in county. 


Le aw, Gazette. Est. 1826. Aver. 1903, 2.254, 
Larg. wy. circ. Genesee, Orleans & Niagara Cos. 
rate Vernon, Daily Argus. Average 193, 
2,989. Westchester r County’s leading paper. 
Newburgh. News, 8, daily. _. Av. for 1903, 4. set, 
1,000 more t!  amedlen meee denaee combined. 
a York City. 
American neer, my. R. M. Van * ced 
pub. Av, 1903, +s 75. Av. for 1904, 4,600, 
American Machinist, w’y, machine construc. 
(Also European edition.) Average 1903, 20.475, 
Army & Navy Journal. Est, 1863. Weekiy arer. 
for 1903, 9.02 ). Present circulation (May 7) 
9,415. W.C. < P. Church, Pubs. 
Automobile (The), weekly. 
Average circulation 1903, , 10.4 


Baker’s Review, ho W.R. Gregory Cee oe 
publishers. Actual average for 1903, 4,45 
Average for last three mouths 1903, 4,700. 


Average for 


le 





Fe Building. 





Benziger’s Magasine, family oneal. Ben- 
a Bros. Ave mes fer, 1903, 29,208. Your 
wertisement in Benziger’s Magazine will bring 
you business, use its circulation has 
QUANTITY, CHARACTER, <aereper 
Benziger’s Magazine is sold w whew by ten 
scription, and those who a a waa in - clemne 
avery ase 0 


rable cl 

ing rates, 25 cents per agate | agate as 

Clipper, weekly (Theatrical). k Queen 
ery Co., Ltd. Aver. for 1902, 26.844 4(@@) 673). 

az Cases, meniy. Max J aae. pub- 

ices. ctual average for 1903, 4,86 

El Comercio, mo. Spanish — J. Shep- 
ard Clark Co. Average for 1902, 5,875. 

Electrical Review. weekly. Electrical 
Pub. Co. Average for 1903, G.s85 (©0). 

Elite Styles,monthly. Purely fashion. Actual 
average for 1903, 62,125. 
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Engineering News. A weekly journal of civil, 
mechanical, "mnini ing and pe rochA acy ring. 
Average circulation 1903, 12,642 roy ©). 


Forward dolly. gereeee Association, Aver- 


age for 1902, 81,70 

Four-Track wows.) pont. ° , “ae gi id 
‘or six months a see ga tt 00; 
June edition guaranteed 100, 10 0.000. 

Haberdasher, mo., est. , est. 1881. Actual average 


davit and ‘Post 0 


1903, 7,166. Binders’ 
'y to advertisers. 


receipts distributed mon 


Hardware, semi-monthly. Avesege for 1902, 
8,802 (683), ee ea 1903, 9,581. 


Hardware Dealers’ Magazine, monthly In 
1903 no issue less than 16.060 (OO). 


Junior Toilett thi ax Jaeger- 
buber, pub. Act: kp paverage: 1903, $6,540. 


Leslie’s Menthe Magazine, New York. Average 
— for t t 12 months, 218,684. 
Present average ci: ion 288,278. 


Morning Telegraph, col Daily Telegraph 
Co., pubs. Average for 1902, 28,223. . 


Music Trade Review, music trade and art week 
ly. Aver. for 1902, 5,452. 


Newspaperdom, w’kly. Recognized journal of 
newspaper pub’g and adv’g. Aver. /903, 5,189. 


New Thought, monthly. 27 F. 2ai St., New York. 
Sydney Flower, publisher. Number of copies and 
advertising rates given each month on first page 
reading matter. Sample copy te for the ask 
Worth examination. NEW UGHT has made 
money for all its advertisers. Discount to 

agencies, 25 per coe e~ published rates. Aver- 

age for 1903, 104,97 
Pharmaceutical a weaai Y,pnarmacy. D.O. 

Haynes & Co., pubs., 8 Spruce street. (© ©). 

toned wy of Railroad Officials, qly. Railr’d 

&T p. Av. 1902, 17,696 ; av. 1905, 17,992. 

aie Chronicle. weekly. Police Chronicle 
* Puv.Co. Average for ws, 4,914. 


lg Ink, wooly. z A journal for advertis- 
ers, per yea Average for 1:03, 
11,001, Seous May 18, 1904, 28 800 copies 

Railroad Gazette, railroad and engineerin 
weekly. 83 Fulton street. Est. 1856. (@@). 

The Central Station, monthly. H. C. Cushing, 
Jr. Average for year ending May, 1902, 3,488. 

The Ladies’ World, mo., household. Average 
net paid circulation, 1903, 480.155. 


The People’s Home Journal. 515.250 monthly, 
Good Literature, 45: 3 montaly. average pa 
culations for 1908—all to paid-in-advance sub- 
scribers. F. M. Lupt . Publisher. 


The World. Actual aver. for 1903, Morn., 278,- 
607, Evening, 857,102, Sunday, 888,650. 

Toilettes, tien, monthly. Max pene, 
publisher. average average for 1903, 61, 


Siehire’s Magazine. Gay Gaylord Wishive, @ od. 
123 K, 23d St. Aet. av. endi ng Sept., 1902, 46, 
(1068). Actual av. JSirst eight 1 eight mos, 1903, 100,6 ee. | 


Rochester. Case and Comment, mo. Law. A 
for 192, 80,000 ; 4 years’ average, 80, 











186. 
Ph eteingy age Gazette, daily. A. N. Liecty, 
Average, for M02, 9,097. Actual average for 
Gnd Evenin; ¢ Herald, daily. Herald Co. 


pub. Aver. 1903, ily 88,1 07, Sunday 88,496. 
Utiea, National Electrical Contractor, mo. 
Average for 1908, 2,708. 
am Press, daily. — A. Meyer, publisher, 
Average ye for 1908, 14,00. 
Warsaw, Western — Yorker, weekly. Aver- 





my daily. 1908, 8,802, In county of 32,000 with 





Wellaville, Reporter. Only dy. and s.-wy. in 
Co. Av. 1903, y, 1.184; semi-weekly, 2,958. 


NORTH CAROLINA. 
Pi ate guy am Ca we oy. 
newspa; av, 7 
Gunden, ras tie sensceekiy, 8,800. First three 
months 1904, 6,578. 
Elizabeth City, Tar Heel, wots. Aton 
average 1904, 8,5 0. Covers wers ten counties 


Raleigh, Biblical Recorde! Recorder, weekly. ian 
1903, S.8¢2. ~ 


NORTH DAKOTA. 
Grand Fill ine my dy. av. for April, 1904 
5,862. Will 6.060 for year. N. Dakota's 4 
BIGGEST DAILY. 9 Coste’ La Coste & Maxwell, N. Y. Hep. 
Grand Forka, Normanden, pectis 4 "ye Sor 1903 
5,451. Guar. 6,8 800 after March 904. 


Wahpeton, ¢ Gazette. Aver Average 1903, ne atid: 


Present circulation, 1,800; sent free, 1,500. 
Total, 3,800, 
OHIO. 
Akron, Beacon Journal. i 1903, 8,208. 
N. Y., 523 Temple Court. Av.. Av. M 1904, 9, 125. 


Cineinnati, En — san Hobahitehed 1842. Daily 
(© ©), Sunday (© ©). Beckwith, New York. 


Cincinnati, Mixer and Ser‘ oerees, moe. mee 
ave! for 102, 18,088. Actual a 
1903, 48,625. 


organ AGiotel and nl 

ran and Bartenders’ 

Int. pa oe y HK WATCH US GROW. 
a. Times-Star, dy dy. Cincinnati Times- 


Star Pub. A ‘or 1902, 148,018. 
Actual average for 1903, 1003, 146, ea 4. 


Cleveland, Current rent Anecdotes (Preachers’ 
Mag.),mo. Av. year ending Dec., 3/, ’03,15,750. 


Pp —-—) Plain Dealer. Est. 1841. Actual 
at 1903, 66,445, Sunday, 60,759. 
ay 1008, T4645 daily; Sunday, 67,481. 
Hy gd Press, daily, | daily, Democratic. 
rinting Co. Actuai av. for 1902, 24,989. 
Dayton, News, dy. News Pub. Co. Average 
Sor 1903,16,407. March. 1904, 19,075. 
Da ag | Young Catholic M ° 
mo. A. Pflaum. Aver. for 1903, 3L 1. 
santos Fairfield Co. r yay In Aug- 
ust, ’02, no issue less than 1,680 for 2 years. 
Moccielt Pex, ee, Average 1902, 
4,151. N. Y. office, 523 Temple Court. 


Sertagtela: Farm and Fireside, agricultural, 
est. 1877. Actual average for 1902, 
prot average for first six months, 
1908, ons 875. 
ingfleld, Press-Republi: ora. Aver. 1903.9, 288; 
Apr "0h, 10,155. N.Y. office, 623 Temple Court. 
Springfield, Woman’s yman’s Home Companion, 
| household —_ , est. 1873. Actual av. for 1902, 
| 862.666. Actual average for first six months 
1908, 885,16 
Toledo, nd and ‘and Surgical Reporter, mo. 
Actual average 1903, 10,088. 
Youngstown, Vindicator. D'y av. ’03,11,009. 
LaCoste & Maxwell, N.Y., Eastern coset 





Washington Court House, Co. 
Record, weekly. Actual 


ana tt. 
OKLAHOMA. 

Guthrie, Oklahoma Farmer, wy. Actual 

average 1903, 28,020. 


aa. ikiabee Sm ma State Capital, ¢ {ss and ae7: 
Aver. for daily 20 062, weekl 
Year cnding 9 July 108, +08, dy. 1 19,968 wy seit. 


Oklahoma City, “The Oklahoman. 
| &, 816; April, ’04,7,798. EF. Katz, ate, Agent, N.Y. Y. 
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OREGON. 
Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898 1,898. 
Portland, Even Telegram, dy. (ex. Sun). 
ap wn 1908, ning, Telew In 1902 16,866. 
land, Oregon Daily Journal. Actual aver- 
anhe 1903, 8,946; ve mouths 194. 14,002 
In Ma rch, 1904, t 5 Crepe Daily Journal 
ablished a Sunday edi: tion The average issue 
Srom March 2th to June sth was 18,800 copies |‘ 
as per detailed statement filed with the American 
Newspaper Directory. 
Portland, Pacific Miner, semi-mo. Av. year 
ending Sept., 1902, 8,808; Jirst 8 mos. 1908, 4,912, 


PRRRSTLVANIA. 
Chester, Times, ev’g d y. 21903, 8,187. 
N. Y. office, 220 B’way. FR. 4 rup, Mgr. 
Connellsville, Courier, ony. Aver. for 193, 
1,848, weekly for 1903, 8,090, daily average 
April, 194, 8,019. 


Erte, People. weekly. Aug. Klenke, Mer. 
Average 193, 8, sce 


Erie, Times, dail Average for 1903,11,208. 
March, 1904,1 Lao. ._ E. Katz, Sp. Ag., N.Y. 
ag ta ~ Sag Telegraph. 3 dy. Actual daily aver. 


1903, 10,886 e, r one february, 
10,544. yp Sh je, March, 11, 016 


Philadelphia, American Medteine. wy: 
for 1902,19,827. Av. March, 1903, 16,827. 


In 


Philadelphia 
Nearly 
Everybody 
Reads 

The Bulletin 


Net Average Circulation for May 
copies 


179,543 wig 


* The Bulletin” circulation figures are net; 
all damaged, unsold, free and returned copies 
have been omitted. 

WM. L, McLEAN, Publisher. 
Philadelphia, Tune 4, 1904 4, 1904 
Philadelphia, Presa. _ Av. Av. 
daily. Net average for April April, york “Ti. 
Philadelphia, Camera amera, month Frank V. 
Chambers. Average for 1902, for 1902, 6,7 
Rs ya naeey School Times, 


e for m8. 02.961. Send for 
fhe Reali reas Association, Philadelphia. 
Th es 


Chronicle-Telegraph. Aver., 1902, 
worn statement ¢ on applicat ion. 

Pittaburg, Gazette, tte, ay a and Sun. Aver. d'y 

Py 1903, rite 656. Sworn statem't on application 


Say, 





Philadelphia, Farm Journai, mouthly. Wil- 
mer Atkinson Gompany. publishers.” 4 verage 
Sor 1903, 544,6 k awarded 
the seventh Sugar —_— to a t Journal woith this 


po awarded June 7” 1902 
= Printers’ pike ; Line 
Y master’ in the Art 
cet ficertictng, to the art af 
* Jou , After acanvassing 
ae eA anes extending over a 


weet ha poly ¢ r, 5 Shon alk 
ished tn the Enited Ba tes, has y 

“pronounced, the on an 

Re oabioman 


“ral population ond asan lpective anal economi- 
me r communicating with them, 
z a its a vertising colt columns,” 


Pittsburg, Labor World, World, wy. Av. 18, 
08s. best paid class Gieca? wsrhen a in U. 5. 
Scranton, Times, every ev; every vas E. J. L net , am 
Sor 1903, 21,604, La Coste d Coste aswell. N. 
Warren, Forenings Vani Vannen, Syeda, mo, 
Av. 1902, 1,541. Circulates Pa., N. ¥. and 0. 
Washington, Reporter, d daily. pes L, Stew- 
art, gen. mgr. Averaye for 4 1903, 5, 697. 
West Chester. Local News. Seay. 
Hodgson. Average for 1903 15,168, 
Williamsport. Grit. America's Greatest 
Weekly. Net paid average 903,181,868. Smith 
& Thompson, lieps., New Yorke ‘and Chicago. 
York. Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108. 


RHODE ISLAND. 
Providence, Daily Journal, 16,485 6,98 
Sunday, 19,892 (@@). Evening Bulletin é 
average ‘903, Providence Journal Co., ~~ 


Weaterly, Sun. Geo. H. Utter Lays Averose 
1903, 4,888. Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, weekly. G.P. 
Browne. Average 1903, no issue less than 1,750. 


Charleston, oo Post. Actual ee aver. 
for 1903,2,842, First 3 months 1904, 8,1 


Columbia, State, daily. State C “e 
Actual arer. daily, 
ie 2,01 i Sunday, 
1904, daily 7,440, Su 


SOUTH DAKOTA. 


Sfoux Falls, ns Leader. Tomlinson & Day, 
publishers. Actual daily average for 1902, 5,819. 
Actual daily aver. for 1903, 8,882. 


TENNESSEE. 
Chattanooga, Southern Fruit Grower, mo. 
Actual average 1903,17,855. Rate, 15 cents per 
line. Average for January, 1904, 19,177. 


Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850. First 6 mos, 1903, 1,425. 


Lewisburg, Tribune, semi-weekly. W. M. 
r- Actual average 1903, 1,201. 


apmette. Commercial Ap} peal, daily. Sunday, 
reer, 4 verage 1903, daily 28,989, Sunday 
88,080, weekly 77 B21 (64). March, 1904. daily 
84,852, Sunday 47,296. weekly 82,468. 
Memphia, Morning News. Actual daily aver- 
age for 1903, 17,694; March, 1904, average 
21, 758. 

Nashville. Sept, Of. , 
Feb., 1903, 16.078. . for 21.851. 
Only Nashville daily eligible to (O Rolt of Honor. 

Nashville, Progressive Te: Teacher and Southw'n 

School Journal,mo. Av. * tor 1902, 8,400. 


TEXAS. 


Denton. Denton Co. Record and Sf Coronicie, 
w’y. W.C. Edwards. Av. for 1 





W. H. 


blishers. 

6.56 x 3 semt- 
.70%. First 3 monthy 
y 8,546, 


ao? eee ending 





‘ 
, 


Je 1281 1; a 


i Sunda 
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Chronicle, week) G. E. Kepple, 
le hg for 1902, 1 ‘329, oD 


dy. W,N. Furey, pub. Act- 
.88r. ’ 





"Beate Advocat 
wal average, 1903, 


UTAH. 


Ogden, Standard. Wm. Glassman, pub. 
for 1902, daily 4,028, semi-weekly 8,081. 


VERMONT. 


rre, Times, daily. F. E. lonegiey. Aver, 1903, 
anio. "Last st mon onths 1908, 2,886. 
Burlington, Free Press. 1 poe av. '03, 5.566 
9 mos, to June /,5,920. Only Vermont paper ex- 
amined by Association of American Advertisers, 
Burlington News. Jos. Auld. Aue Lgatty 
average 1903, 5,046, : sworn av. April, 5,658. 


VIRGINIA. 

Norfolk, Dispatch, daily. Sworn average for 
1902, 5,0 O98; jfor 1903, %,4823; February, 8,448; 
March, 9, 241. 

Richmond, News Leader, every evening ex- 


cept Sunday. Daily average ary 1, 1908, to 
ry T1904, 27,414. The largest circula- 


Av. 


tion between Washington and Atlanta. 
WASHINGTON. 
Dy. av. 1903, 12,717; r 9 


ep ae 


a, Ledger, 
Gib: rhs .» 8,912, 
18,289; 
ibune Bldg., 


WEST VIRGINIA. 


Karkersbarg, Sentinel, daily. R.G. Hornor- 
pub. Average for 1902, 2,804 (1009). 


Wheeling, News. Daily paid cirou’n 9.70%. 
‘cirewn 10, en For 12 months up 


toA 4, pty Guarantees a paid circulation 


* equal to any other two Wheeling papers combined 


WISCONSIN. 

LaCronse, Leader-Press, daily. Actual aver- 
age 1903, 5,590. 

Milwaukee, Germania-Abend 
year end’g Feb.,’04, 28, panama av. 

Milwaukee. Journal Journal Co., pub. 
Av. end, Feb., 1903, aly Tapril, 1904, 89,618. 

Oshkosh, Northwestern, daily. Average for 
1903, 6,488, 


st, dy. Av. 
704, 24,8 8. 





Milwaukee. Evening Wisconsin, d’y. vg. Wis- 
consin Co, Average for 1903, ae 981; December, 
1903, 25,090; May, 1904, 25,7 00). 
THE EVENING tag al 
“For the purpose of reaching the intelligent and 
well-to-do people of Milwaukee I would put the 
Evening Wisconsin first,” said Mr. J. Simon, 
manager of the Boston Store. He also said: “I 
would give more for 25,000 circulation of the 
Evening Wisconsin kind than a hundred thow 
sand of the other kind.” 
Raeine, Journal, dai'y. Journal Printing Co, 
verage for 1903, 8,70 02, 

Raeine, Wisconsin Agriculturist, weekly. 
i700. I ool Oise wart eovaraiere 
BRITISH COLUMBIA. 
Vancouver. Province. daily. W. C. Nichol, 

publisher. Average for 1902 987. 


Victoria, Colonist, fei. Colonist P. & P. Co. 
Average for 1903, 8,695. 


MANITOBA, CAN. 

Winnipeg, Der Nordwesten, German w’ 
Sor 1903, 9,565. Only mediu medium in special 
Winsipes. | Free Press, dail daily and week! 
erage for 193, daily, 18,824; weekly, 1 Ky 
Daily, May, 1904, 24,995. 

NOVA SCOTIA, CAN. 

Halifax. Herald (© ©) and Evening Mail, 

Average 1903,9,941. April, 1904,15,296, 


ONTARIO, CAN. 
Toronto. Canadian Implement and Vehicle 
Trade, monthly —e Or 1903, 5,875. 


Toronto, Star, daily. Average for 1908, 20,~ 
OT Ie april, 1908, 81,808. ie 


QUEBEC, CAN, 


Montreal, Herald, ite. Est. 1808. Actual 
average for 1903, 22, 515. 

Montreal, La Presse. Treffle Berthiaume, pub- 
lisher. Actual average 1902, daily 70,420, 
Average April, 1904, 80.116. 

Montreal, Star, dy. & w AY. 
for ’02, dy, 55.079, wy. 121. Ais os. As: 
end. May 3/, '03, dy, av. 55,147, wy. 122,157. 


© 





for keeping advertisers 


tisers. 


view printed in PRINTERS’ 





The Roll of Honor is an invaluable medium 


circulation, and we have the most direct evi- 
dence that it is consulted by general adver- 
I can’t speak too highly of it. 


Business Manager of the Philadelphia Evening Bulletin, in an inter- 


posted on our growing 


Wo. SIMPSON, 


INK of May 18, 1904. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








¢#~ Printers’ Ink has always held that newspapers which carry 
the largest number of want advertisements are closest to the 
hearts of the people, and are for that reason not only prosperous, 
but of a distinct profitableness to an advertiser. 


(#~ Publications entitled to be listed under this heading are 


charged 10 cents a line a week. 


CALIFORNIA. 
thie TIMES prints more “Want” and other clas- 
sified ape presen pe than the ere five 
newspapers in I.os Angeles combined. it is the 
medium for the exc of nas rg intelli- 
gence throughout the whole Southw 
Rate—ONnE CENT A WORD FoR EacH — TION ; 
minimum c. 25 cents. Sworn dail average 
for year 1908, 36.656 copies. Sunday circulation 
rly exceeds 51,000 copies. 


COLORADO. 
‘(HE Denver poy antes edition, May 29, 1904, 
assified nen & total of 73 
Want medium of 
the Rocky Mountain e rate for Want 
advertising in the Post ‘te’ five cents per line 
each insertion, seven words to the line. 


DELAW ARE. 
monnanye readers take advan 
Wilmington EVENING JOURNAL to 
their >. filled. Haif cent a word. 


RE Wilmington MoRNING News is the paper 
for results—for “Wants” and other classi- 
fled advertisements. Only morning paper. 


N Delaware the only dail per that qn. 
I antees circulation Ne Every Evening. 
carries more classified Soe F than all the 
other Wilmingt 

DISTRICT oF COLUMBIA. 
T's Washington, D. EVENING STAR (OO) 
carries DOUBLE the pa of Want Aps of 
other paper in Washi m and more than 
alle of the 0 other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 
HE Atlante JourNAL carries three times 
many Wants as its chief competitor. 


HE A CHRONICLE is the want advertis- 
ing medium for the western half of South 
Carolina and the eastern half of Georgia. 


ILLINOIS, 
a ny ry ISLAND ARGUS is the recognized 
Medias in its fleld. Advertisers 
always 4 ~ 


HE Chicago DaILy [Ly News is the city’s “Want 
ad” directory. It published during the year 

= 10,781 columns of “classified” iz, 
of 634, individual advertisements. 

556 were transmitted zs x - DaILy 

telephone. No free are 

e DAILY NEws Lg he yp Et all 


of 
ve 





ve! 


"INDIANA. 
IPERRE HAUTE Star carries more pam ads 
than all other Terre Haute dailies. 
yee Linton Catt is the only daily in Greene 
Sullivan —~ cr population, 75,000. 
Wants, 1 cent per word 
hee MARION LEADER - otenowtedand the best 
result x for aeapied advertisers, 
One-half cent per word each insertion. 


Six words make a line. 


Unore Star carries more Want ads than 
ny other Indiana_ morning newspaper, 
with the exception of the Indianapolis Star. ’ 


NDIANAPOLIS Star since Jan first has 

more than doubied the volume of its Classi- 

fled advertising. On Sunday, April 10, the Star 
carried more than two full pages of Want Ads, 


HE Jntionepeiin NEWS in 1903 printed 125, 
i leg | classified advertisements than a 
other dailies ko eo combined, and 
prin a separate and @: 
paid Want advertisements. and diaten 


IOWA. 
HE Des Moines CapiTaL 
by onyer emer in the c 
any news r. 
weodinmes of lowe Rate 
a . line. a ‘is published a even- 
big day. 


asidce. 
Ts Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Kighteen 
words one week, 25c. 


MAINE. 
TF you have a want, and want what you want, 
t your want advertisements in the Ban m4 
Daily It has a greater circulaiion t) 
that of any other daily published in the whole 
ee reat Eastern and Northern section of Maine. 
tis the best advertising m medium in Maine. 


MARYLAND. 
HE Baltimore Nrws carries more Want Ads 
than *" other Baitimore daily. It is the 
ized Want Ad medium of timore 


MINNESOTA, 

W'gUREs that prove that The Minneapolis 
JOURNAL carries the most “Want Ads” of any 

daily newspaper in the No ~~ cost Dail 

ea aily 

Journal. Competitor. 
Year 1903 2,980 cols. 1,900 cols. 

Ist 5 mos. 1904, 1,477 “ “ol 
HE_ MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 
been for t+ and, has 0 It is the ond Minne- 
over hy subse: 


arantees the larg- 
of Des Moines of 
It = gs < a — ad 


ings a week. 


every week at full price. no free ads; price covers 
bees morning and evening issues. No other Min- 

polis carries anywhere near the num- 
ber Mt Wanted advertisements or the amount in 
volume. 


rg riage et 

HE Brockton ENTERPRISE 

carries more than 2 A of “Want” 
ads—30 words 5 days, %e. %ec. Copy mailed free. 


mpaeE Boston GLOBE, BE, daily a and Sunday, carries 

more Want ads than any other paper in New 
England because it brings results to the adver- 
tiser. A trial convinces. 
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mae Boston RERALD's increase of classified 
advertising for it 1904, — ——— car- 
duri same mon last yi , igures up 
ries lami or 47,12 agate lince, £ net. 
ORE aavertionatene. of “Houses for the 
my — in the Boston 


EVENING TRA sonIFT pe a other paper | 
America. A ii the leading reso: p= 
New Englan 








MISSOURI. 
Times (morning) bg Kansas 
4 = f Kansas 
‘SUNDAY STaR 
phon a ty | 
unday, The —because wanes 3 
Kansas City reads the 1 TIMES and the STAR 
HE Ba lin GLosBe is the leading dail 
T's ssourl-Kan sas Lead and Zinc Min 
trict. MiSirculation over 11,000. A page of 
ads. Send for sample copy. 


HE Kansas City JOURNAL (every mornin 
including Sunday), one of the rec 
Want ad mediums of the United States ; 21 to 35 
columns paid Wants Sunday ; 7 = - columns 
daily. Rate, 5 cents a nonpariel 


NEBRASKA. 


i be ~ Lincoln DamLy Stak, the best ‘Want Ad” 
me iium at Nebraska’s capteal, Guaran' 
Gievulation exceeds 12,000 da uty Rai 
§ te, 15 My only, 


turda: 
Stiaat 15 cents, cash. D, DalLv ‘Dran. Lincoln, Neb, 


NEW J W JERSEY. 
Ran pee bn DaILy yopamel, is the only want 
ad medium in Elizabe' Home paper; cov- 
ers va county. ton circulation. Most 
pg. 


E Kansas Ci 
“ STAR (Grenine) 


‘City’s 


in the 
dis- 


ant 


cent 


NEW YORK. 
(THE Post Exraaes is the newt afternoon Want 





ROOKLYN DAILY FAGLE, New York City. 
The t want and classified advertising 
medium in Greater New York. Carries more 
summer resort advertising than any other paper 
in the United States, 


HE Times-Union, ; of Albar Albany, New York. Bet 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
ntees yon greater tLan al ‘other 

ly papers in that city. 


rere JOURNAL, Albany, N. Y., covers the 
eld of Eastern New York for want or clas- 
sified advertising. 
IT DOES NOT PAD ITS COLUMNS WITH FAKE AD- 
‘VERTISEMENTS TO MAKE BIG SHOW. 


N New Yo, City the ie ZzITuNe (OO 
ing rman ly. ¢ ing the 

largest amount of Want advertisements. It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 


RINTERS’ INK. Lae eg 2 weekly. The rec- 

i d lead ing Wantad medium for 

order articles, aavertis- 

novelties, printing. hay written circulars, 

stamps, office devices. adwriting, half- 

sone making, and practically anything which 

interests and ap is to advertisers and busi- 

ness men. fied advertisements, ten cents 

@ line per issue flat ; six words toaline, Sample 
copies, ten cents. 


‘THE Dayto HERALD has the call for ciassi- 
fled Se in Dayton. It’s the 
home paper and gives results. 


PRE MANSFIELD News publishes daily more 
Want ads than any other 20,000 p 
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HILADELPHIA, THe Evenive BULLETIN— 
Want ads in THE BULLETIN pay fora num- 

ber of reasons. First, in Philadelphia nearly 
everybody reads THE BULLETIN. Second. THE 
BULLETIN has by many thousands the largest 
city circulation of any Philadelphia newspaper. 
(See Roll of Honor col.) Third, THE BULLETIN goes 
daily into more el homes than any 
other medium. Fourth, THE BULLETIN will not 
print in its classified columns advertisements of 
a misleading or doubtful nature. those that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employmen: nt. 


TEXAS. 
ORT Worth Sunpay TELEGRA 


id. 
_ Wants,1centa word. A sure —— Pr 


Test 





pecase Sooctnen. ronan, Fort Lola 
exclusive stock paper in Texas. Circula- 
tion 12,000. Wants, 1 cent a word. 


VIRGINIA. 


TT" NEws as. published every afternoon 
Richmond, Va. 


. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
ited as less than 25 words; no display. 


count 
WISCONSIN. 

jars GAZETTE, daily and weekly, 
reaches 6,500 subscribers in the million dol- 

lar Wisconsin to Oo belt, ‘the. pions section 

of the Northwest. Rates: t A 3 

lines 3 times, 25c. ; weekly, Pg ‘ine. Big results 

from little talk, 


BRITISH COLUMBIA, 
mae Victoria COLONIST covers the entire prov 
ince of British | Sobasabte  Genneh office in 
Jansoucer) fe. ai 


LONIST 
The followin ia comm 
=. ee + Cis 
e B. C. tore (Van- 
oun miter edverewed in the Victoria Cor- 
ONIST, ones Vancouver News-Advertiser and an 


rnoon Vancouver r in connection with 
hasing of a ranch. I 


replies ugh the COLONIST were nine in num- 
ber and more numerous than the other two 
papers combined.”—Extract from a oe re- 
ceived from V: the 





cor 


COLONIST. 


CANADA, 
PRESSE, senponal. lessens daily circula- 
4 le in Canada. (Daily 80,000, daturda rdays 
100,000.) es more want ads than any French 
perina in the world. 


HE Lars nn DAILY STAR is n any 

— who wants to cover the roront> 

—_ ae is the on ali Srereas ol of the Fen and the fut- 
Sworn circulation, 31,205. 


y TELEGRAPH, St. John, N. B., is the 
time win 


Pp 
joe circulation and most up-to-date rof 
Eastern Canada. Want ads ane cent word. 
i charge 25 cents. 


‘HE Montreal Datty Star carries more Want 
advertisements than ail other — 
dailies combinea. The Fammy HeraLp 
WEEKLY STAR carries more Want advertisements 
than any o(her weekly paper in 
HE Winni; Ess carries more 
“Want” advertisements than oti 
4 paper in and more advertisements 
of this nature than are contained in all ag other 
weet comin published in th A ye orth: 








pot tang “Hp 20 words or less 3 consecutive times 
or | ; One cent per each additional word. 


D°Rme wx the month ¢ ith of April, 1904, the Dayton, 
carried 26 4 more want advertis- 


PENNSYLVANIA. 


Deve Chester, Pa.. Times carries from 
times more classified ads than 
other paper. 


Moreover, the FREE in yh 
ne vertising 
fr the Dominion. 


r volume of 
a any other daily paver in paper in 


Y_actual count. “the Eve EVENING TFLEGRAM of 

Toronto carries more classified advertising 
than any other Canad paper, an 

the other five — in Toronto com! 
published 34,222 cl 





try. ics ph 
te. Daily average circulation 
$2, 350. 10,000 lines, 12 months, 6c. per line. 
lines, 5c. per line, 
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A JOURNAL FOR ADVERTISERS. 
2 Issued every Wednesday. Subscription 
price, five — a \— inadvance. Ten centsa 
copy. Six undred. 


ADVERTISING RATES : 
lassified advertisements, Adverti Agents 
a Want Ad Mediums, set in pearl, begin- 
ning with a two-line initial letter, but containing 
no en larger than pearl, 10 cents a line, 


a@ page. 
my. | advertisements 20 cents a line, pearl 
15 lines to the inch ($3), 200 lines to the 


page ($: 
"Fea position (if granted), 25 per cent 
For position (full page) first on first or last on 
last cover, double 

For inside of cover r pages or first advertise- 
ment on aright-hand page (full pages) or for 
the central double — printed across the 

margin, 50 per cent additional. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

a by the month, quarter or 
be discontinued at the pleasure of the 

‘or 


and rata. 
vertisement taken. Six 


ear ma 
vertiser, 


space 
Two lines smallest 
words make a line. 
hing appearing as reading matter is in- 


8e 4 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
wen 
Cuares J. ZincG, 
Publisher, c : 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Bill.EC 


NEW YORK, JUNE 15 1904. 











SHORT SHOTS. 


Advertising is salesmanship 
multiplied. 

Good advertising and good sense 
are first cousins. 

A business that is not worth ad- 
vertising is not worth running. 

One man’s advertising medicine 
is another man’s destruction. 

Advertising money, spent right, 
is an investment, not an expense. 

Don’t get up in meeting and 
talk unless you have something to 
say. 

Illustrations that illustrate are 
best. Pictures don’t do much 
good. 

Advertising, done right, is buy- 
ing business—often future busi- 
ness. 

Advertising is never any better 
than the man or woman behind the 
pencil. 

Anybody can cut prices, but it 
takes salesmanship to sell goods at 
a profit. 

Every store ought to have a fad 
—something the other stores don’t 
possess, 

A good ad sells goods to-day 
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and makes a good reputation for 
to-morrow. 

The time to stop advertising is 
when you are ready to close up 
your business. 

The selling talk of a good sales- 
man is mighty good gospel for the 
advertising man. 

Cast your advertising money on 
the sea of life and it will return 
to you after many days—perhaps. 

The man who don’t know wo- 
man don’t know enough adver- 
tising to make him worth while. 

Advertising style that is natural 
is good. Striving for effect is 
neither good style nor good sense. 

The merchant who can’t think 
of anything to advertise is a dead 
one and don’t know it is funeral 
time. 

One robim don’t make a sum- 
mer, neither will one good adver- 
tisement keep the store full of 
customers. 

Advertising is the business news 
of the store: When it stops the 
public have a right to believe that 
there is “nothin’ doin’.” 

The best “follow-up” is the one 
that comes the nearest to doing 
what a good salesman would do. 
It is the “call again” theory scien- 
tifically arranged. 

Some people scold in their ad- 
vertising. The public take the hint 
and keep the calamity at long 
range, keep out of danger and the 
ugly man’s store. 

The public respects the man who 
stands in front of his store and 
talks his wares, but looks with 
suspicion upon similar efforts at 
church, in the lodge or at the club. 

Always leave something unsaid 
in your ad. Telling the whole 
story is not wise. Judgment is 
seldom influenced when you rob 
the reader of his natural desire to 
find out more about the article 
than is told in the ad. This desire 
to find out more often produces a 
sale. 

Small words are the strongest 
words. They are most easily un- 
derstood and make deepest im- 
pressions. It takes more skill to 
use small words right than to use 
big words, because the small words 
have got to mean something. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS 


INK WILL RECEIVE. 


33 UNION SQUARE, N.Y. 


FREE OF CHARGES 


CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


The cold, gray dawn of the 
morning after may be realistic 
enough in some ways, but it does 
not lend itself particularly to pur- 
poses of graphic illustration. 

The two ghastly figures in this 
Union Metallic Cartridge Com- 
pany advertisement, marked No. I, 
were aroused at 3.45 a. m. on a 
cold, clammy, misty morning, and 
are now applying themselves to the 
rare sport of shooting birds by the 
reflection of the first rays of the 
unrisen sun. 

This may appeal to the chronic 


tive of sport than a cot in an hos- 
pital. * * * 

Some of the advertisements of 
the International Correspondence 
Schools of Scranton have been very 
interesting on account of the in- 
genious and striking manner in 
which the betterment of personal 
conditions has been illustrated. 

The ad reproduced here is not 
one of the good ones. The illus- 


tration is not interesting; nor does 
it offer a logical argument. Every- 
body is a cog unless he is insane 
or otherwise disqualified from do- 








A good duck load can now be 
bought in the U. M. C. moderate- 

iced smokeless powder sheli— 

ITRO CLUB. It is a new load 
at the price, 3 drams—1 & ounces, 
6’s or 4’s chilled in 2{ inch case. 
Fox-heavier loads the ARROW 
sa is recommended. 

“WJ. M. C. stands for sure fire.’® 

Catalog mailed on application 


je Union Metallic Cartridge Co. 
pata iad aes ome, 











No. 





sportsman, but to the ordinary in- 
dividual it is too suggestive of no 
breakfast, wet feet, goose flesh and 
rheumatism. 

A picture of this kind is a poor 
advertisement for the reason that 
it simply wont print in a manner 
that will prove attractive, and the 
Picture which is unattractive is 
assuredly not good. 

In No. 2 we have a simple treat- 
ment that will print well and show 
up anywhere, and is more sugges- 


ing hig part in keeping the great 
human machine grinding. 

Some wheels are more important 
that others, but when you come to. 
figure it out, every man who fills 
his place and does his life work 
is snmply a cog, and he cannot be 
anything else. 

This fact being an obvious one, 
whatever good effect the advertise- 
ment might have had is nullified. 

* 


Th's full page advertisement of 
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F. P. C. Wax is by no means as it would not be given so much 
bad as it might be, but it cannot be space. Such being the case, why ig 
ful'v commended. the gray background allowed to 

The big black 5, which, with the interfere with the prominence of 


U.M. 

















picture of the article advertised the figure 5, and go a-considerable 
Standing in front of it, is only distance toward killing it off? 


A N \ If this figure 5 had stood again 
2 
g 


NS \ \ 


gibt: 


4 











fairly prominent, notwithstanding a white background, it would come 
its size. out with almost startling strength, 

It is fair to presume that perhaps and the text printed in black on 
5 cents is extremely important, or white would have been far more 
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legible, and, therefore, more likely 
to be read. 

These combinations of grays and 
blacks seldom work out well and 
should be avoided. ; 

This advertisement is, however, 
much better than the usual F. P. C. 
effort. Early advertisements of 
this concern studiously avoided 

_ telling what F. P. C. Wax for, but 
after a long time we were per- 
mitted to know that it is wax to 
put on flatirons, which is distinctly 
a step in advance. 

x * « 
There are quite a number of 
things the matter with this Floor- 

Shine advertisement, which occu- 


pow To FINISH FLOORS 
vas teeta ming berg mater 








list of dealers, write te 
“FLOOR-SHINE”’ CO., 











pied a quarter page in the current 
magazines. 

In the first place, there is too 
much in it, and another objection 
to it is that the picture doesn’t 
seem to belong—it looks as if it 
were a syndicate cut which the 
text had to be made to fit. 

The original drawing might have 


been all right, but the picture is ¢ 


not an attractive one, and cannot 
be expected to help to sell Floor- 
Shine. 

There have been so many of 
these pictures that they are be- 
coming wearisome. The advertis- 
ers of floor paints and finishes for 
furniture, etc, have used figures of 
women wielding the brush for so 
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long and in so many publications 
of every description that illustra- 
tions of this sort are getting to be 
altogether too familiar. Even 


when they are good, they are poor, 


because they are so old. 
ee 


BUSINESS OF MINNEAPOLIS IN 
1903. 


Population 

Retail business 

Mail order business 

Number Savings Bank De- 
positors 

Bank _ Clearings 

Building (8107 permits) 

Real Estate (8312 trans- 
fers) 


225,000 
«+ $25,000,000 
$5,000,000 


59,956 
$741,049,348 
$7,733,109 


. $13,811,346 
Mortgages paid (3,785).... $7,530,903 
22 — — ingen 15x $ 
43,750 barrels, worth.. $64,139, 
9 Lumber Mills cut 455,- ee 
000,000 feet worth .... 
Manufactured products, 
Jobbing trade about 
Cash grain sales, bushels .. 
Oriental flour exports, bar- 
rels 
Postal business 
Miles of Lake and River 
Boulevards 29 

The University of Minnesota has 3,- 
833 students in ten departments and is 
sixth in point of attendance among the 
colleges of the United States. 

‘Lhere are 22 flour mills in Minneap- 
olis, with a capacity of 25,000,000 bar- 
rels every day. Pillsbury A mill, on 
Trip 2, is the largest mill in the wor.d 
and has a daily capacity of 10,000 
barrels, 

St. Anthony Falls generates 40,000 
horse power.—M:inneapolis Journal. 


NOTES. 


A sookiet describing the Stevens- 
Duryea automobiles, made by the J. 
Stevens Arms and Tool Co., Chicopee 
Falls, Mass., deals with the vehicles 
piecemeal in a way that is entirely clear 
and convincing. 


A new safe deposit booklet of the 
Cleveland Trust Company, Cleveland, 
deals not only with facilities for keep- 
ing small valuables, but with vaults for 
trunks and bulky things, as well as the 
—_ delivery service for handling 
them. 


Tue Review of Reviews, New York, is 
sending out an informing booklet deal- 
ing with school ads, showing specimens 
of announcements of different sizes and 
styles, with rates and commendations 
rom several hundred schools that use 
this magazine. 


“Wnaicn is the Best Lighting Sys- 
tem?” is a booklet from the Beacon 
Light Company, Chester, Pa., in which 
gas and electricity are compared scien- 
tifically and economically to the advan- 
tage of the latter illuminant. Concise, 
convincing arguments are presented to 
demonstrate the superior convenience, 
coolness, safety, cleanliness and health» 
fulness of the incandescent lamp. 


$7,735,000 
- -$150,000,000 
$200,000,000 

134,311,207 


152,900 
$1,070,082 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


XI. 


ALBANY, N. Y. 

Albany, New York. (State Capital.) 
Population, 1900, 94,151; estimated at 
resent to be about 100,000. On the 
oston & Albany, Delaware & Hudson, 
New York Central & Hudson River, 
and West Shore Roads, and the Hud- 
son River. 142 miles north of New 
York City. Various manufactories, and 
center of wholesale and retail trade, es- 
pecially in lumber. Connected by river 
and canals with Lake Erie, Lake On- 
tario and Lake Champlain. Dailies: 
Times-Union, Journal (both evening), 
Argus and Press-Knickerbocker-Express 
{both wereine. There are in addition 
two German dailies. 

Albany is a hard town in which to 
find out much about the relative value 
of the papers as advertising mediums 
from the local advertisers. It seems to 
me that too many never stop to think 
whether or not they are placing their 
money judiciously. They are either 
using all the papers, irrespective of 
merit, or else they are continuing to 
use one paper, year in and year out. 

Of course there are exceptions to 
this. The manager of one large store 
told me that while he used all the papers 
he firmly believed that the Times-Union 
and the Journal could cover Albany very 
well indeed. Another advertiser con- 
sidered that a morning and an evening 
paper should be used, and chose the 
Argus and the Journal. 

When it came to choosing one paper 
above all the rest either the Times- 
Union or the Journal had far the best 
of it, and as regards comparative cir- 
culation of these two, people were pretty 
well agreed that the Times-Union has 
the call. Two or three newsstands be- 
lieved the Journal to be the better sell- 
er, but all the rest of the dealers I 
saw considered that the Times-Union 
has the best circulation in the city. I 
was fortunate enough to run across a 
young man with a bundle of papers who 

ad been in the paper-selling business 
all his life. He was positive that the 
Times-Union has the largest circulation, 
as he is acquainted with about all the 
newsboys, and they all tell him so. Of 
New York papers, he believed that more 
Journals and Worlds were sold in Al- 
bany, and after them the Sun, Herald, 
Tribune and Press, respectively. I 
should modify this by placing the 
Times after the Herald, This man also 
Stated that the Argus sells better than 
the Press-Knickerbocker-Express. At the 
Keeler House newsstand I was told that 
the Argus sells three times better than 
its morning contemporary. 

I called twice at the Argus office, and 
twice at the Journal office, but did not 
find any one in to talk circulation. The 
manager of the Press-Knickerbocker-Ex- 
press stated that he was always willing 
to furnish a circulation statement to any 
advertisement agency asking for it, but 
for my purpose he believed I could do 
better by getting out among the ad- 
vertisers. So he didn’t offer to give 
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me figures of any kind. The paper, te 
said, has not much circulation in the 
country, although a considerable nym. 
ber goes up Troy way, north in the 
Delaware & Hudson territory, and west 
on the Mohawk division of the New 
York Central. From all that I learned 
in the office and outside, I believe , 
circulation statement from the Press. 
Knickerbocker-Express would show that 
the rating “G,” meaning exceedj 
4,000 copies, accorded it in the Ameri 
can Newspaper Directory, is too high, [, 
have the same impression about the“F” 
rating accorded to the Argus, meani 
exceeding 7,500 copies. I failed to fal 
indications that it issued so many. 

Mr. Greeker was spokesman for the 
Times-Union, in the absence of the pub 
lisher, Mr. Martin J. Glynn. The circu. 
lation of the Times-Union has been ad- 
vancing by leaps and bounds duri 
1904, and is now about 31,000 inst 
of 26,800 as the 1903 figures in the 
Rowell Directory show. This increase 
he asserts is due almost entirely to new 
names that have been added along the 
rural delivery postoffice routes, Strange 
as it may seem, the Albany evening 
papers circulate more papers in the 
country along the rural routes than do 
their morning competitors. 

The classified advertisements in the 
Times-Union occupy over a page, while 
those in the Journal take up consider. 
ably less than three columns. The two 
morning papers together muster less 
than two columns of these advertise 
ments. 

The Times-Union has the call in Al 
bany for a general advertiser. The 
Journal goes to a good class of people, 
however, and probably to many whd 
see no other ‘Albany paper. The Argus 
is eminently respectable, and its cir- 
culation is decidedly larger than that 
of the Press.Knickerbocker-Express. 

The two German dailies publised in 
Albany are the Freie Blatter and the 
Taeghcher Herold. Both have the 
“JKL” rating in the American News 
eee Directory, and no protest has ever 

en made, nor any facts developed to 
lead the Directory publishers to believe 
that either paper is entitled to a higher 
rating than it receives. The German 
population of Albany is not large, and 
the. povers do not appear to be influ 
ential. 


TROY, N. Y. 
Troy, New York. Population, 1900 
60,651; at present the population of 


“Greater Troy” is estimated at 75,000 
On the New York Central & Hudson 
River, Boston & Maine, and Delaware 
& Hudson Roads, and the Hudson 
River. Six miles north of Albany (the 
State capital), and 150 miles north of 
New York. Stoves, steel and_ iron 
works, and linen shirt, collar and cuff 
factories. Papers, Record (morning 
and evening), Times (evening), Evet 
ing Standard and Press (evening). 
Troy is one of the big factory towns. 
of the country, and consequently & 
very large per cent of its population is 
made up of men and women of ¢ 
working classes. These are not extreme 
ly likely to read the Times or ¢ 




























































Press, nor are its members likely to 


buy the morning edition of the Record, 
as the news would be old before they 
would get time to read it. They do 
buy the Evening Record, and to a much 
Jess extent the Standard, as I found out. 

Nearly every man whom I approached 
on the street answered my question: 
“What is the best paper here, what one 
do you read?” just as I expected he 
would. If he was a workman, he named 
either the Record or the Standard. If 
better dressed and apparently more 
— he named the Times or the 

vesS. 

A policeman said that he didn’t know 
which had the largest circulation, but 
that he read the Standard. Formerly 
he had been an admirer of the Press, 
but nowadays the Press is too conserva- 
tive to suit him. A workman upon a 
new building going up on River street 
gaid he read the Standard, but as I was 
Jeaving him he told me that he thought 
I might like the Times better. Other 
workmen at the same place read the 
Record. 

Business men as a rule placed the 
Times at the top, so far as their pref- 
erence was concerned. Once in a while 
one would mention the Press. 

I couldn’t find out much from them 
about the Morning Record, but once in 
a while a man stated that he read it in 
addition to one of the afternoon papers. 

Caspar Cohn, clothier, told me I 
should advertise in the Morning Record 
and in the Times, but I found out later 
at the Record office that their advertis- 
ing contracts are never made out for 
either the morning or the evening edi- 
tion alone. Every advertisement appears 
in both editions. The Record people hold, 
tightly, apparently, that the morning 
and evening editions do not duplicate 
one another. 

Mr. Wells, of Wells & Coverly, cloth- 
iers, find it necessary to use all four 
papers to reach the people he wishes to 
reach, but is positive that the Record’s 
circulation is greater than any two of 
the others. 

Miss Boughton, the advertising man- 
ager at Frear’s, a large department 
store, uses all the dailies, and does not 
see that one is better than another. 
This position, by the way, is taken by 
many local advertisers in Troy. 

Three newsdealers asserted that the 
Times’ circulation is the largest in the 
city, and a fourth stated that while the 
Tim circulation is the largest in the 
city a good share of it goes out of town. 

At the Times office I saw Mr. William 
B. Wilson, the business manager. For 
1903 the Times averaged 16,406 copies 
daily, as shown by the statement_fur- 
nished the American Newspaper Direc- 
tory. Mr. Wilson believes that 1904 
figures will show a considerable increase, 
as there has been a constant growth for 
six months and more. This circulation, 
to a considerable extent, is out of th 
city, in the northern part of the State 
and as far north as Montreal. I don’t 
suppose that the Times would claim the 
largest circulation in the city of Troy 
alone. That proud position undoubtedly 
belongs to the Record, 

The Times, of course, is one of the 
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old-established dailies of the State, and 
of the United States. It doesn’t change 
its editorial or business policy much, 
and is very well satisfied with itself. 
Its office shows prosperity, and it carries 
a good line of advertising. I was im- 
pressed that its circulation statements 
are fully as large as facts would warrant. 

At the Press .office I was told that 
that paper never makes a circulation 
statement of any kind, to advertisers or 
anyhody else. It goes nightly to regular 
customers, and there is very little street 
sale. That is what I learned at the 
Press office, which, by the way, is situat- 
ed on a quiet corner a block or two back 
from the main streets. 

My two calls at the Standard office 
were fruitless, as upon both occasions 
the manager was out. I gained the 
impression, however that the Directory 
rating of “E,” meaning exceeding 12,500 
copies, is at least twice as great as an 
up-to-date statement would claim. 

Mr. D. B. Plum, manager of the 
Record, was ready and willing to have 
me make any kind of an examination 
of his circulation that I might desire. 
His 1903 figures in Rowell’s Directory 
show a circulation of 16,115 for the 
morning and evening editions combined. 
Thus far in 1904 the figures have not 
materially changed from this, but Mr. 
Plum looks for an increase during the 
summer on account of summer resorts 
situated near Troy. The rural free 
delivery circulation of the Morning 
Record is inconsiderable, Mr. Plum 
stated, as rural deliveries around Troy 
are few in number. 

Mr. Plum showed me his paper con- 
tract, which called for 400 tons for 1904; 
and also daily reports of the pressman 
for several days immediately preceding 
my call. These reports show that the 
daily run at present is somewhere 
around 16,100. Also, I was shown an 
article which had appeared in the 
Record, and which challenged the three 
other papers in Troy to equal, together, 
the circulation of the Record. 

Albany papers come into Troy to a 
very limited extent. I was told that 
1,500 New York Journals enter the city 
every day. The circulation of the other 
New York papers, including the World, 
is inconsiderable. 

One paper will not cover Troy for 
an advertiser. I believe, however, that 
two can be selected that will reach the 
great majority of newspaper readers; 
and those two are the Times and the 
Record, 





JERSEY CITY, N. J. 

Jersey City is an important manufac- 
turing center, with a we accord: 
ing to the last United tates census of 
206,433. Such at industries as Jos. 
Dixon Crucible = P. Lorillard & Co., 
Colgate & Co., and numerous foundries, 
machine shops and smaller manufactur- 
ing plants are located here. Stock 
yards and slaughter houses and the ter- 
minals of the Pennsylvania R. R., Cen- 
tral R. R. of New Jersey, Erie and Le 
high Valley employ thousands of hands, 
whose interests are largely confined to 
local newspapers. 

There are two daily papers in Jersey 
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City, the Journal and the News. The 
first is Republican in politics, the other 
Democratic. I was told that for years 
prior to the last election the city admin- 
istration had been in the hands of the 
Democrats, and under normal conditions 
would probably stay Democratic. The 
News was owned by Democratic party 
leaders and therefore carried all the 
municipal advertising, but did not at 
any time have a large circulation. At 
the last municipal election, however, the 
Republicans won, and now have control 
of the city government, and the Jersey 
City Evening Journal at the present time 
carries the city advertising. 

On landing from the ferry boat early 
in the afternoon, the New York Journal 
and World were much in evidence. I 
talked with a dozen people on the street, 
and in every case found they read 
either the Jersey City Journal or News, 
with a majority of ten to one in favor 
of the Journal, 


The advertising manager of a —_ 
satin store said he advertised in the 
Journal with satisfactory results, and for 
Outside trade in Hoboken and towns 
north of the city used the Hoboken 
Observer. The proprietor of a large fur- 
niture store said he used the Jersey City 
Journal, and thought it the only paper 
for local merchant to advertise in or 
for a person interested in local news 
to read. 

The manager of a store selling men’s 
and women’s furnishings on the install- 
ment plan said he advertised in no news- 


papers, but relied entirely on billboards. 
Another large furniture store uses the 
Jersey City Journal, and finds it pays 


very well. The manager of one of Jas. 
Butler’s local branches says his firm uses 
that Jersey City Journal and is very well 
satishied. 


It may be regarded as a particularly 
strong point in favor of the Jerse City 
Journal that at 2c. a copy it is still able 
to hold its field against 1c. competition 
from New York and Hoboken. For 
some reason unknown to the manager of 
the local store, the Great Atlantic & 
Pacific Tea Co. do not use the Jersey 
City Journal. The advertising is placed 
by the central management of these 
stores in New York City, who confine 
their advertising to the New York Jour- 
nal, World, Sun, Telegram and Hoboken 
Observer. It is probable that the Great 
Atlantic & Pacific Tea Co., are no more 
satisfied to pay rates in Jersey than they 
are in several places that I know of in 
Connecticut. 


An installment dealer who sells furni- 
ture said he uses the Jersey City 
Journal, News and Hoboken Observer. 
He savs the Jersey City Journal gives 
very good results, but that returns from 
the News are practically nothing. 


The advertising manager of a depart- 
ment store and a clothing and men’s 
furnishing store said that Jersey City 
could be covered satisfactorily with the 
Jersey City Journal alone. An official 
of one of the leading banks said the 
News has a very small circulation and 
need not be considered from an adver- 
tising standpoint, but that the Jersey 
City Journal is read all over the city. 
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He said his bank used the Journal for 
advertising and obtained good resuits, 

he owner of a smail news store said 
he sold more of the New York Joup: 
nal and World than anything else, with 
the Jersey City Journal close behind, 
Next in order came the Hoboken Ob. 
server, New York Sun, Telegram, Globe 
and Mail. 

Rowell’s American Newspaper Direc. 
tory for 1904 gives the circulation of 
the Jersey City Journal as 19,012, based 
on a publisher’s statement. I was shown 
press room reports, which appear to 
verify these figures, which are gross, 
and should be reduced by about 200 
copies, spoiled or unsold. hese reports. 
also showed that for the first four 
months of the current year the actual 
number of copies sold daily has not 
been less than 21,000. fhe Directory 
editor asserts that throughout the length 
and breadth of the land he has found 
few papers more prompt and_ careful 
about giving definite and _ satisfactory 
circulation statements, and he notes that 
the average issue has shown a gradual 
increase year by year throughout the 
last decade. 

It is a 2c. paper, with a home not a 
street circulation. Recently the paper 
has been running a popular continued 
story, and the manager thinks this has 
had some effect in increasing the circu- 
lation in the poorer districts. 

New York City merchants appear to 
appreciate the value of the Jersey City 
Journal, if one may judge by the adver- 
tisements of Best’s Lilliputian Bazaar, 
Siegel-Cooper Co., Ps Daniel, Sons & 
Sons, Brill Bros., J. S. Coward, Arnold 
Constable and Brokaw Bros. 

The office of the Jersey City Journal 
is located in a commodious four-story 
building. On the ground floor is the 
business office, in which were a half 
dozen busy clerks. Ten linotype ma- 
chines are in use in the composing room, 
which with the editorial room occupy 
the second floor, and.a modern Hoe press 
is in the basement. 

The News office is around the corner 
on Washington street. The business man- 
ager made claim to a circulation of 7,000, 
but offered no evidence to back it up. 
Rowell’s American Newspaper Directory 
for 1904 gives the News an “I” rat- 
ing, meaning that the paper has a Cir- 
culation exceeding 1,000 copies, and as 
appears from my_ investigation this is 
perhaps as high a figure as the Directory 
is warranted in giving. 


TAUNTON, MASS. $ 
At the head of navigation on the 

Taunton River lies Taunton, the home 
of the Crawford, the L mogred and the 
Glenwood Ranges. It also boasts of a 
dozen cotton mills, Reed and Barton's 
silver manufactories, tile, tack, shoe, 
button, copper, jewelry, britannia ware 
and machinery industries. It has also 
the State Lunatic Asylum. The latest cen- 
sus accords Taunton 31,036 population. 
It is 34 miles south of Boston, on the 
New York, New Haven & Hartford R. 
R. It supports two daily papers, the Ga- 
zette and Herald-News, to the first of 
which Rowell’s American Newspaper Di- 
rectory accords an “H” rating, meaning 
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‘culation believed to exceed 2,250 cop- 
cad to the other.an “I’”’ rating, ex- 
lained to mean exceeding 1,000 copies. 
There is no record at the Directory 
office that either paper has ever placed on 
file at the Directory office any claim for 
a higher rating than has been accorded. 

The Herald-News is now a two-cent 
paper, the change having been made 
in January. ss 

Of the people interviewed all agreed 
that the circulation had suffered greatly 
from the rise in price, the highest es- 
timate being 50 per cent loss, and the 
lowest 30 per cent, making an average 
of 40 per cent. One newsdealer said, 
“When the Herald-News went up to two 
cents, I sold 100 Gazettes, while former- 
ly I sold 50.” Just now the Herald-News 
is conducting a ‘‘most. popular person” 
free trip to St. Louis coupon contest, 
and all agree that the sales are greatiy 
increased now that the contest is on, 
and will drop back again as soon as it 
is over. One little newsboy said, “I 
sell more Herald-Newses because there’s 
coupons.” 

he manager of the largest depart- 
ment store emphatically gave the palm 
to the Gazette. Said the store had been 
represented in the advertising columns 
of the Gazette for 25 years. Advertised 
in both papers, but the Gazette was read 
by the people he catered to. 

A shoe store used the Herald-News ex- 
clusively. Said it appealed to the people 
that bought the medium-priced line of 
shoes. Readers of Gazette were of the 
better class and traded to a great extent 
in Providence and Boston. 

A department store of small hardware 

ds was an exponent of the Herald- 

ews. It reached his class of trade; 
tried the Gazette, but it failed to reach 
his people, although it was the better 
paper. 

A jeweler had no preference; one as 
good a medium as the other; impossible 
to tell which one to use alone. 

The manager of a large installment 
house carrying ladies’ and gentlemen’s 
clothing and furnishings seemed to think 
the Herald-News the best paper for him. 
The readers of the Gazette were not 
the class that bought by installments. 

Proprietor of a gents’ furnishings 
store was very emphatic fn his avowal 
that the Gazette was the real thing in 
the newspaper line in Taunton. 

The lady manager of the leading mil- 
linery establishment considered the Ga- 
zette the best medium to reach her 
patrons. The drug stores were evenly 
divided. Both papers brought results. 

A large installment furniture house 
used both papers, but leaned towards 
the Gazette, though the best results were 
obtained not through the papers, but by 
means of booklets and folders. 

The advertising manager of the finest 
grocery store that I have ever been in, 
while acknowledging that the Gazette 
was the best local paper said that while 
the Herald-News was a penny paper a 
canvass of his customers as to which 
paper they read gave the Herald-News 
the lead, but doubted if the result would 

the same now. 

Another grocery store that uses very 
large space keyed their ad with a return 


coupon and the greatest returns were 
from the Herald-News, but as it was 
tried during the penny period of the 
paper it wouldn’t hold good now. 

A trading stamp firm used both papers 
when they started in business, but didn’t 
have to advertise now, and had no 
choice. Another large dry goods store 
used both papers. Hard to tell which was 
best. Thought Gazette. 

A phonograph man had only tried the 
Herald-News and had fair results. In 
his opinion the Gazette’s the best paper. 

Of a dozen people that directed me 
to the leading newspaper office each one 
gave me the Gazette office as the place 
I wanted. 

Of the persons held up on the street 
and asked what paper they read, the 
result was about even. The business 
men and the majority of women read the 
Gazette, while the sojourners around 
the square and the young men read the 
Herald-News. 

As Taunton is only 34 miles south of 
Boston it is easy to infer that Boston 
papers come into town to quite an ex- 
tent. They lead the New York papers. 
A newsdealer who was in a position to 
know gave an estimate of 1,500 daily 
Boston Globes, with the Boston Post and 
Herald next in order named. Then 
come the New York papers, with the 
Journal in the van. A few Providence 
Journals are also sold. 

A call at the Herald-News office did 
not leave a very good impression. The 
publisher was not over and above glad 
to see me and during the interview was 
not wholly at ease. e was very ready 
to talk about his paper of several years 
ago and of the paper he was going to 
have, but of the present conditions he 
was very reticent. 

I learned from him that several 
months ago, at the instance of the Cas- 
carets Company, the American Associa- 
tion of Advertisers made an investiga- 
tion of his circulation and found it to be 
4,400. 

At the present time, owing to the 
change of price, it can hardly be more 
than 3,000, and according to the opin- 
ions of several of its readers and ad- 
vertisers does not reach that figure. 

The publisher believed in the value 
of the American Newspaper Directory, 
but would prefer to wait before fur- 
nishing a circulation statement until his 
circulation reached its former mark, 
which he is certain it will do in the 
course of two or three months, as he has 
something up his sleeve that will send 


it up. 

His paper is a member of the Asso- 
ciated Press, uses a Goss perfecting 
ress, two linotypes and employs 21 men. 

he office, while slightly dingy, has a 
businesslike air throughout. 

The call at the office of the Gazette 
left me wondering how they did busi- 
ness, as in reply to a question the edi- 
tor said, “No, we don’t know what 
our circulation is; we have never kept 
any account. We print 4,900 copies— 
that we know from the amount of paper 
we use. No, we don’t know how many 
papers are returned.” He thought the 
American Newspaper Directory was all 
right and probably had some weight, yet 
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said he wouldn’t furnish it with a state- 
ment of his circulation, and no one 
would look at his books, no matter where 
they came from, and local advertisers 
could advertise or not, just as they 
pleased. If they wanted to find out his 
circulation they could go round and 
ask about it; he wouldn’t tell; it wasn’t 
anyone’s business, anyhow. 

e gave the circuiation of his weekly, 
the Bristol County Republican, as 1,300, 
that being less than formerly, owing to 
the fact that the daily Gazette is swallow- 
ing up the subegrivers of the weekly 
Republican. The out-of-town circulation 
of the Gazette he gave as 1,000. 

The paper is an eight-column, eight- 
page sheet, with an excellent typographi- 
cal appearance; belongs to the Publish- 
ers’ Press Service, uses three linotypes 
and employs 23 men. The advertising 
rate of the Gazette is flat, while that of 
the Herald-News is flexible. 

In summing up from the evidence 
gathered there is not the slightest doubt 
that the Gazette is the leading paper. 
Not only is its circulation larger, but 
it is read by the entire better class of 
people and largely by the other classes, 
carries more advertising, has best local 
news by far, and carries the largest 
amount of classified advertisements. 

It is an old-established and conserva- 
tive paper and what it says carries 
weight, with a circulation around 4,500, 
while the Herald-News is comparatively 
new and sensational, with a circulation 
ef not more than 3,000. 


GLENS FALLS, N. Y. 
SANDY HILL, N. Y. 

Glens Falls is a village of about 13,000 
people, located in Warren County, fifty- 
four miles north of Albany. It is on the 
Delaware and Hudson Railroad and the 
Hudson River. The principal industries 
are lumber, paper, shirt and collar, and 
lime manufacturing. Sandy Hill is three 
miles distant, and in 1900 was credited 
with 4,473 persons living within its 
borders. Daily papers, orning Star, 
Times (evening), and News (evening). 
The first two are published in Glens 
Falls; the last one in Sandy Hill. The 
circulation of all these papers appears 
to be of the sort that the editor of 
Rowell’s Newspaper Directory has 
trouble to gain information about that 
is definite and trustworthy. The News 
even fails of mention in the 1904 issue 
of the Directory. 

The majority of the people with whom 
I talked in Glens Falls believed the 
Times has a larger circulation than the 
Star. And yet any advertiser who is 
interested enough to inquire at the 
offices of the two papers will be shown 
sworn statements, and the Star’s state- 
ment has the best of it, so far as figures 
go. The manager of the Times admits 
that the Star circulates from fifty to one 
hundred more copies daily than the 
Times. 

As to the relative merits of the two 
papers advertisers differed. The larger 
advertisers used both papers, but three 
out of four of those whom I inter- 
viewed believed the Star brought them 
the best results, because it is a morning 
paper, Smaller advertisers, when they 





had a_ preference, were about equally 
divided as regards their choice. No one 
seemed to consider the News very seri- 
ously, and it may be said here that it 
is of not much importance. It has four 
pages, to six in the Star and eight in 
the Times, and sells for one cent, while 
the Star seils on the street for three 
cents and the Times for two. In Sandy 
Hill its circulation is higher than that 
of either of the others, but its entire 
edition is probably less than 1,000. 

At the Star office I was told that no 
exact account is kept from day to day of 
the number of copies printed, and con- 
sequently no statement can be made to 
the American Newspaper Directory, In 
the 1904 Directory the paper has an “|” 
rating, followed by the symbol (@@), 
which is explained as follows: 

(@ @) This paper has, on one or more 
occasions, indicated a desire for a high- 
er rating than was accorded in this book, 
but such definite information as would 
warrant a higher rating than is now 
given has not been obtained. 

_The publishers swear to an average 
circulation of 2,300 copies daily, and if 
this is correct they are entitled to an 
“H” rating. I expressed surprise at 
this circulation, but was told that it is 
absolutely true, and the statement was 
expressed with the sort of emphasis that 
is common in offices where there are 
no records either to sustain or discredit 
the figures. 

The Star’s circulation is said to be 
entirely made up of regular subscribers, 
as there is no street sale. It goes to 
no particular class of people, although 
the manager admitted that the more 
well-to-do of the town buy both the Star 
and the Times. 

Mr. Bullard, manager of the Times, 
expresses an intention to see to it that 
a comprehensive statement of circula- 
tion is furnished for the next issue of 
the Directory. He commenced keeping 
count of his daily circulation in March, 
1903, and consequently did not have a 
full year’s statement ready for the 1904 
edition. The Times’ average circulation 
at present is asserted to be near 2,200. 
In the 1904 Directory an “I” rating is 
accorded it, meaning over 1,000 copies. 
The next higher rating is “‘H,’’ meaning 
over 2,250, and this the Times does not 
claim. Mr. Bullard believes the Times 
should eventually obtain 3,500 circula- 
tion in Glens Falls, South Glens Falls, 
Fort Edward and Sandy Hill. There 
are 25,900 persons, approximately, in 
these four villages. 

Out-of-town dailies enter Glens Falls 
from New York, Albany and Troy. The 
Albany Times-Union and Evening Jour- 
nal were better known, apparently, than 
any Troy papers. I was told that 1,600 
New York Journals come to the village 
daily, and 150 Worlds. The World, 
however, has only lately entered the 
field. The Herald, in the morning, leads 
the New York papers, and the Sun is 
second. 

To use both the Star and the Times 
in Glens Falls would probably give an 
out-of-town advertiser a good deal of 
duplication. 

STROUDSBURG, PA. 

Stroudsburg is the capital of Monroe 
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County; is situated on Delaware, Lacka- 
wanna & Western and New York, Sus- 
quehanna & Western Railroads, 20 miles 
north of Easton. It has water power, 
iron works, woolen and silk mills and 
is surrounded by an agricultural region. 
The population according to local esti- 
mate is about 4,000 inhabitants and East 
Stroudsburg, a mile away (connected 
by trolley), about 2,000. In summer, 
however, these figures are increased by 
the influx of boarders; for not only 
Stroudsburg, but all of Monroe County, 
of which the town is the county seat, 
is a summer resort, with the Water Gap 
but four miles away. There are two 
daily papers, the Times and the Demo- 
crat, and both appear to be in a flour- 
ishing condition, although Rowell’s 
American Newspaper Directory credits 
neither with a circulation exceeding a 
thousand copics. 

At the office of the Times Mr. Tan- 
ner, the managing editor, said the ‘“‘aver- 
age daily circulation” of the Times is 
1,489. his, he said, was the true, bona- 
fide daily circulation of the paper. 

The Times does a good deal of fine 
printing for summer resorts, and during 
the summer publishes the Mountain 
Echo, a weekly magazine, gotten up with 
more than ordinary care and showing 
excellent typographical work. I was 
shown through the press room, with its 
new linotype, new presses—and plenty 
of work. 

About a year ago, Mr. B. F. Morey, 
editor and proprietor of the Monroe 
Democrat (weekly), saw that vision— 
always dear to the newspaper man’s 
soul—a daily paper. The Daily Demo- 
crat was and is the result. Mr. Morey 
said: “I don’t have anything to do with 
any of these newspaper directories— 
don’t pay any attention to them at all. 
The circulation of the Daily Democrat 
is 600.” Here at last is an editor who 
claims a “JKL” rating of his own free 
will and accord! 

There are two newsstands in Strouds- 
burg, one in each town, and their com- 
bined sales of outside papers were: 

Philadelphia Inquirer, 173. 

. North American, 162. 
Press, 73. 
Record, 37. 
Ledger, 21. 
New York American, 69. 


Sun, 22. 
oe Herald, 21. 
ve World, 52. 


Tribune, 16. 

New York evening papers, 230 
Journals, 15 Worlds, and a like number 
of Suns were sold. The sale of Phila- 
delphia evening papers was about a 
dozen Bulletins and half as many Tele- 
graphs. 

Inquiry at a number of Stroudsburg’s 
leading stores showed a preference for 
the advertising columns of the Times, 
because it was admitted to have the 
larger circulation. Yet good words were 
not wanting for the Democrat. .The ex- 
pression that the Democrat was “gain- 
ing” was frequently heard. 

Not a few persons were found who 
subscribed to both papers, but those who 
took the Times were found to be nearly 
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three times more numerous than the 
patrons of the Democrat. 





BANGOR, PA. 


Bangor, situated 15 miles north of 

Easton, had a population of 4,106 ac- 
cording to the last census. It is the 
center of the chief slate industry of the 
United States. The immense _ slate 
quarries for many miles around mean 
a vast business. There is, therefore, 
some excuse for the business boasts of 
its people—also some excuse for the ex- 
istence of a daily paper. 
_ The Daily News, published each even- 
ing, except Sunday, by W. R. Grubb, 
has the Bangor field to itself, covering 
ocally Bangor and East Bangor, which 
have a population of about 6,500; to 
which may be added Pen Argyl, with 
3,000 more. Mr. Grubb was not par- 
ticularly cordial at first, when I men- 
tioned that I had called to obtain a little 
nformation on behalf of the American 
Newspaper Directory. He objected to 
those unpopular letters “JKL,” with 
which the Directory indicates his cir- 
culation; meaning not exceeding 1,000 
copies. Waoen told how easily they 
might be rubbed out from his section 
of the Directory, he repiied that he did 
not feel called upon to go to the trouble 
of putting down the number of papers 
printed every day. We had a pleasant 
talk however on newspaper matters in 
general and on the Bangor newspaper 
field in particular. 

The News, Mr. Grubb said, had a cir- 
culation of 1,200 copies daily. It was 
taken by the best citizens of the town— 
by the storekeepers and by business men 
generally. A good many copies went out 
to Pen Argyl and to East Bangor. As 
Mr. Grubb remarked, 1,200 copies didnot 
seem to be too large a circulation for 
the only local newspaper in a population 
of at least 9,000. But whether the 
News actually embraces its opportunities 
to that extent is a secret deep in Mr. 
Grubb’s_ bosom. 

The News does not care much for 
the general advertiser’s patronage and 
Mr. Grubb says that he wiil not lower 
his rates for them, as he has all the 
advertising that he can possibly carry. 
Easton and Allentown advertisers are 
among his best customers, taking large 
spaces. 

An inquiry at a number of stores and 
of a number of Bangor’s business men 
elicited the fact that they all took the 
News regularly, many of them taking it 
in addition to a Philadelphia paper. 

At the newsstand—the only one I 
found in Bangor—the following was 
given as the circulation of the Phila- 
delphia morning papers: Inquirer, 285; 
North American, 250; Press, 185; Rec- 
ord, 50; Ledger, 15. But few New 
York morning papers were sold, the 
American leading with a sale of 35 cop- 
ies, then the Times with 10 copies, a like 
number of Heralds, and a few others. 
Of the evening papers, 175 copies of 
the Journal were sold, 25 copies of the 
New’ York Sun, and a few Philadelphia 
evening. the Bulletin leading. Railroad 
and trolley give Bangor a good news- 
paper service, especially for Philadel- 
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phia morning papers and for New York 
evening papers. 


PORTLAND, ME. 

Portland is the metropolis and the gate 
way of the Pine Tree State. By_the 
census of 1900 it has 50,145 pop. It is 
on Boston & Maine, Grand Trunk, 
Maine Central and Portland & Rochester 
Rds. and Casco bay. Its safe and capa- 
cious harbor accommodates steamers and 
sailing vessels engaged in an extensive 
commerce. Portland is to Maine what 
Boston is to New England and New 
York City to the United States. It has 
four dailies. Eastern Argus and Press, 
morning; Advertiser, Evening Express, 
evening. From the office of the Ex- 
press the Sunday Telegram is issued, 
and the Sunday Times from the office 
of the Press. xcept the Advertiser the 
Portland dailies are in the habit of re- 
orting their circulation to the American 
Newspaper Directory and the accuracy 
of the ratings accorded them is ques- 
tioned by no one. The Republican 
Press and Democratic Argus, morning 
papers, are sold at $6 a year and have 
had circulations between five and six 
thousand copies daily for the past ten 
years; the Press being generally a few 
hundred copies ahead of the Argus. The 
Express and Advertiser, evening papers, 
are sold at $5 a year, and the first named 
even as low as $2 to subscribers at a 
considerable distance: by which meansthe 
Express is a competitor with the weekly 
papers of the State. Its circulation in- 
creases with considerable regularity and 
is at present something more than the 
combined issue of its two morning con- 
temporaries although its sale in Portland 
may not equal that of either of them. It 
is a Temperance paper and controlled by 
Fred Dow a son of Neil Dow, the father 
of the original Maine liquor law. The 
issues of the two Sunday papers are 
smaller than of the regular dailies put 
out from the same offices, and it is 
pretty well understood that whoever 
reads one reads a Boston or New York 
Sunday paper in addition. The circula- 
tion of the remaining evening paper, 
the Advertiser, has always been an un- 
known quantity. Rowell’s Newspaper 
Directory has given it an “I” rating, 
meaning exceeding 1,000 copies, for the 
past dozen years, and no claim to being 
entitled to a higher rating has been 
registered at the office of the Directory 
since 1898, and the claim at that time 
did not appear to be sustained; of late, 
however, the paper seems to have come 
under the control of the proprietors of 
the Press, and there is no doubt about 
its having made material progress in 
public favor during the past two years. 
A few copies of the State paper, Kenne- 
bec Journal of Augusta, come to Port- 
land and possibly as many as a hundred 
copies of the Lewiston Journal, these are 
the only Maine papers that gain a foot- 
hold; but the Boston papers come in 
large numbers—Globe, Herald and Post, 
in the order named and of late Mr. 
Hearst’s Boston American. All of these 
are sold on the streets to some extent. 
Mr. John C. Small, at one time post- 
master, expressed the helief that the 
Sun is read more in Portland than any 
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other New York paper, although at the 
Cumberland Club the Herald file seems 
to be quite as much in demand. The 
Journal is not taken at the club. He 
sees large piles of the World on the 
newsstands. 

Portland is a Republican city. For 
forty years the Press has been the lead- 
ing Republican paper in the city and 
considered the leading paper—with the 
Democratic Argus about the closest 
second that can be imagined. The po- 
sition of neither of these two papers was 
never stronger than it is to-day; still, it 
must not be forgotten that the Evening 
Express is a thoroughly respectable paper 
and disposes of as many copies daily as 
the Press and Argus combined. 


MONTPELIER, VT. 

Montpelier, the capital of Vermont is 
situated in Washington County, on the 
Central Vermont and the Montpelier and 
Wells River Railroads, and the Win- 
ooski River. It is 204 miles northwest 
of Boston, and 40 miles south-east of 
Burlington. The village had a popula- 
tion of 6,266 in 1900, and there has 
been no material change since then. 
Granite cutting and agriculture are the 
principal industries. Daily papers are 
the Evening Argus and the Evening 
Journal, 

There seems to be a general opinion 
prevalent in Montpelier that the Argus 
is far and away ahead of the Journal in 
circulation. I had to look some time 
before I found a man who _ thought 
differently. He was a newsdealer, and 
ought to know. He believed that the 
Argus had been in the lead until a year 
or two ago, when that paper began to 
have trouble with labor unions. The 
trouble, he stated, is yet unsettled, and 
the Journal has taken first place, he 
believed. 

The Journal has a strictly union office 
now, and the Argus proprietors refuse 
to back down from their position for 
an open shop. The result is that many 
local advertisers have felt obliged to take 
their advertising away from the Argus, 
while they continue to use the Journal. 
These men were rather reticent in talk- 
ing about the situation, although three 
of them believed that the Argus has the 
larger circulation. In stores which do 
not advertise I was told quite generally 
that the Argus would be chosen if they 
were to advertise. In the “Miller Inn” 
a citizen confidently believed that. the 
Argus has the Journal beaten three times 
over, and a typical Yankee in front of 
his home on Main street made the same 
statement. 

At the Argus office Mr. Atkins, the 
Proprietor, received me very courteously. 
He stated that the circulation statement 
for 1903 of 3,048, given in the last 
American Newspaper Directory is about 
right for the first four months of. 1904, 
but added that the year’s average will be 
higher this year than last on account of 
the session of the legislature, which 
meets biennially in Montpelier. Mr. 
Atkins stated that 1,300 copies of the 
Argus remain at home, and the rest are 
circulated in the smaller towns around 
Montpelier. “You can find the Argus 
in nearly every home in the village,” he 
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stated, and the assertion must be so, if 
his circulation can be proved. 

Mr. Atkins admitted that his fight 

ainst the unions had cost him con- 
siderable in the way of advertising, but 
did not think he had lost fifty sub- 
scribers. There is a likelihood of the 
trouble being settled in the near future, 
although Mr. Atkins insists that he will 
never unionize his office. 

The Journal proprietor, Mr. Rope, 
doesn’t think much of Rowell’s Direc- 
tory, and told me why, at length. He 
believes the Directory publishers are 
too willing to be fooled by the statement 
of the Argus, which Mr. Rope doesn’t 
place much confidence in. As long as 
the Argus shows 3,000 and over in the 
Directory, he isn’t going to make a de- 
tailed statement of the Journal’s circula- 
tion, which he states, is 2,500, and which 
he says he can prove. 

Reference to the pages of the latest 
issue of the Directory show that the 
Argus and Patriot has made circulation 
statements in due form with consider- 
able regularity for a series of years and 
that the Journal has rarely sent in any 
circulation statement and, when it has 
sent in one, has failed to make it suffi- 
ciently definite to admit of its being ac- 
cepted as conveying information that 
might be relied upon. The Directory 
editor always accepts a publisher’s state- 
ment given in detail, and duly signed and 
dated, but he does not find it wise to 
pay much attention to a publisher’s as- 
sertion that he can prove so-and-so un- 
less he shows a willingness to go ahead 
and do it. 

The Argus is an eight-column, four- 
page paper; the Journal has the same 
size page, but very frequently runs six 
pages, to take care of its advertising. 
Over a column of the Argus, on the day 
I visited Montpelier, was given over to 
its own advertising, while not an inch 
of this sort of material could be found 
in the Journal, 

The Burlington Free Press comes to 
Montpelier shortly after nine o’clock in 
the morning, and over 100 copies are 
disposed of. Boston papers arrive ahead 
of those from New York, and sell better. 
The Globe leads, and then come the 
Herald and the Journal. Six New 
York Heralds come to the village by 
mail, and about a dozen Worlds. 

Notwithstanding the fact that the 
Journal has the pole at present in the 
matter of local advertising, the larger 
number of people in Montpelier are 
reading the Argus, and it should be 
chosen by a general advertiser, espe- 
cially if the Unions remove the boycott, 
as they will probably do. 


BARRE, VT. 
Barre is a ‘hustling little city of 10,000 
people or so, six miles south of Mont- 
lier, on the Central Vermont, and 
ontpelier and Wells River Railroads. 
In 1900 the population was 8,448, but 
the increase since then has been pro- 
nounced. In the township limits are 
Situated the “Quarries,” where 4,000 
people reside, which makes the popula- 
tion of Barre and its suburbs close to 
14,000. The principal, and almost the 
only industry is granite cutting, for 
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building and monumental purposes. The 
daily papers are the Times, and the Tele- 
gram, both published in the evening. 

When I first went to Barre I entered 
a drug store and asked the proprietor 
to direct me to the office of the leading 
paper. Without hesitation, he pointed out 
the Times office, but as there is no sign 
up anywhere about the premises [ 
lost my bearings before I reached the 
place and had to inquire of a barber the 
way to the leading paper. He started 
me towards the Times office again, but 
before going in the office I had con- 
versation with ten or fifteen men in re- 
gard to the newspaper situation in Barre. 
A clothier said the Times was undoubt- 
edly the best circulated paper in the 
city; a dry-goods merchant repeated it; 
the clerk in the postoffice reiterated the 
statement. The advertising manager at 
the store of A. P. Abbott & Co., appar- 
ently the largest department store in the 
city, said there was absolutely no question 
that the Times is the better advertising 
medium. He is so positive that he 
doesn’t use the Telegram at all. The 
best thing for the Telegram that was 
told me in regard to its value to an 
advertiser came from the advertising 
man connected with the firm of A. A. 
Smith & Bro., clothiers. This man said 
he had never been able to decide 
whether the space he used in the Times 
was worth the extra amount charged for 
it. 

Mr. Langley, the proprietor of the 
Times is pretty sure about the higher 
value of the paper he publishes as com- 
pared with the Telegram. The figures 
he sent to the 1904 edition of the 
American Newspaper Directory were 
2,710, but they seem out-of-date already, 
as 3,175 was the daily average paid 
circulation for April 1904, according to 
Mr. Langley’s assertion. About 2,000 
copies circulate in Barre and the 
“Quarries,” and the remainder go out 
among the small towns in the vicinity 
of the city. The Times’ competitors in 
this field are the two Montpelier papers, 
as the Telegram is not much of a factor. 

Rev. Walter R. Davenport is editor of 
the Telegram. The present management 
secured control of the paper on January 
I, 1904, and are running it in the in- 
terests of the Anti-Saloon League, as op- 
posed to the Times, which favors license 
in Vermont. Mr. Davenport admitted 
that the Telegram had but 1,400 sub- 
scribers on January 1, and thereby re- 
vealed an error in the 1904 edition of 
the American Newspaper Directory, 
which gives it an “H” rating for 1903, 
which means “exceeding 2,250.” A “y” 
precedes the “H,” however, which means 
that no recent circulation statement had 
been furnished from the office of the 
paper, and that there was a consequent 
probability that the Jast circulation rating 
accorded to it may be higher than a 
new statement would warrant. 

The liberality of the circulation rating 
accorded by the Directory editor is more 
to be wondered at when it is remembered 
that in Printers’ Ink, for August 5, 
1903, there was published a reference 
to the circulation ratings of these two 
Barre papers. The Times had credit for 
issuing 2,354 copies, while the Telegram 
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had sent in a signed detailed statement 
claiming an edition nearly half as large 
again. Printers’ INK on that occasion 
said: “no one doubts the accuracy of the 
Times rating but it has recently been 
made apparent that the Telegram rating 
is fraudulent.” 

Since January 1, Mr. Davenport as- 
serted the circulation has increased to 
1,900. This is probably so, as a consider- 
able number of free copies are being cir- 
culated just now. Nearly all of the 
1,900 copies, the editor said, remained in 
Barre. 

I asked several newsboys on the street 
which paper sold better, and all said the 
Times. As each paper sells for one 
cent there was no reason to think they 
were trying to deceive me. 

About fifty copies of the Burlington 
Free Press come to Barre daily, and 20 
copies of the Manchester, N. H., Union. 
The Globe leads the Boston papers with 
about 200 copies, then follows the Her- 
ald with 60 or 70; the Post with 4o or 
50; and the Journal with 20 or 30. Per- 
haps 150 New York Jeurnals are re- 
ceived. 

There is no need at present for a gen- 
eral advertiser to use both the Times 
and Telegram in Barre. Until the Tele- 
gram picks up in circulation, the Times 
will do alone. And the Times is needed 
to reach Barre people. 


PLATTSBURG, N. Y. 

The population of Plattsburg was 
8,434 in 1900, and local estimate now 
places it at 10,000, although it doesn’t 
look to be that large. Plattsburg is on 
the Delaware and Hudson Railroad and 
Lake Champlain; 168 miles north of 
Albany and 70 miles south of Montreal. 
There are various manufactures, lumber 
and flouring mills. Daily papers, Press 
(morning) and Evening News. 

The same company publishes both 
papers. It was the general impression 
on the street that the Press has the 
larger circulation, and advertisers were 
retty well agreed that the Press is the 
better medium. Local advertisers as a 
rule, however, use both papers. Some 
considered the Press to be better because 
it goes into the country to a considerable 
extent, and others because it is sup- 
posed to reach a better class of readers. 

At the newspaper office I was told 
that the circulation of the Press is 1.700 
daily, and of the News 1,300. In Row- 
ell’s Directory for 1904 the News is 
given a “JKL” rating, meaning less 
than 1,000, and the Press an “‘I’’ rating, 
meaning more than 1,000. Judging 
from what I could learn outside the 
publication office, I was not impressed 
that a detailed circulation statement, if 
furnished, would lift the News out of 
the “JKL” class. The Press had credit 
in 1896 for an average issue of 1,322 
copies but since then its circulation state- 
ments have been withheld or stated 
without much regard to conveying de- 
tailed information. 

dvertisements are accepted for either 
or both editions, and one can probably 
count on better returns from the Press 
than the News. Both have four pages. 
The subscription price of the News is 
$3, but I couldn’t find any price given 
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in the Press, although I searched dili- 
gently. The publishers may be thankful 
that they don’t have to give an account 
to the postoffice department for this 
gross breach of rules. The Directory 
states the subscription price of the Presy 
at $5 a year. 

New York papers come to Plattsburg 
to a limited extent, and I also saw a 
few copies of the Albany Journal and 
Troy Times. 


ST. ALBANS, VT. 

St. Albans is located on the Central 
Vermont Railroad, 32 miles north of 
Burlington, the largest city in the State. 
In 1900 the village had 6,230 popula- 
tion, and apparently it has not changed 
much since then. The principal industries 
are granite works, bridge-building works, 
railroad shops, and butter and cheese 
making. Daily paper, Messenger, pub- 
lished every evening. 

The Messenger is a larger and better 
paper than one ordinarily sees in a place 
the size of St. Albans. It is much bet 
ter than it would be if it depended main 
ly upon St. Albans for its circulation. 
The office is up-to-date, and the mechani- 
cal plant first-class. The latter in-ludes 
three linotype machines. 

St. Albans merchants think very well 
of their paper. Every one whom I in- 
terviewed believed it covered the village 
thoroughly, and I was generally inforr- 
ed without asking that its out-of-town 
circulation is unusually large. One sian 
told me that it has a “tremendous cir- 
culation.” A newsdealer icld me, in 
answer to my question about the circu- 
lation of the Burlington Free Press in 
St. Albans, that it is probably about one- 
tenth that of the Messenger. 

The local advertisers, as a rule, do not 
consider the circulation outside of St. 
Albans as being very valuable to them, 
but have nothing to complain of, because 
they believe the paper covers St. Albans 
itself very well indeed. 

The statement of circulation furnished 
the 1904 American Newspaper Directory 
shows an average of 2,661 daily for 1903. 
At the publication office I was told that 
this statement included no sample copies. 
At present the number of copies issued 
each day averages over 3,100. I saw 
the books, and learned where these copies 
go. About one-quarter of them go to 
subscribers.in St. Albans, and the rest 
are scattered over Vermont. The Mes- 
senger can reach every rural delivery 
route in the State—and there are 191 
of them—on the day following publi- 
cation. In this it has an advantage over 
morning papers, as no morning paper in 
Vermont can reach all the rural deliv- 
eries on the day it is published, 

The Messenger is a pretty good prop- 
osition for a general advertiser, not only 
because it reaches St. Albans’ people, 
but also on account of its still larger 
rural circulation. St. Albans itself can 
be reached in no other way by the use 
of one paper, although the Burlington 
Free Press sends in over 200 copies 
every morning, and New York and Bos- 
ton papers are sold to a limited extent. 





Tue advertising department is the 
backbone of the mail order business, 
and it should be handled by an expert. 
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If you wish to save valuable 
time, avoid annoyance and de- 
lay, write undersigned for pro- 
tection or investment for thou- 
sands or millions of dollars. 

Can submit special contracts 
to meet your individual case. 
Write to-day in confidence to 

LEE & LINKEVIs, 
Kuhn-Loeb Building, 
52 William St., New York. 


Classified Advertisements. 








Advertisements under this head two lines or more 
without di y. 0centsaline. Must be 
han in one week in advance, 


WAN WANTS. 


ANTED-— Kidder Press, second hand. for roll 
paper. Address * ‘PRESS, ” care this a 


4 yy hand 4,6 and 8 page A 
plex Perfecting } Press. Gis’ 
PUBLISH ING CO., Danville, ' Va. 


MBITIOUS Page-Davis ¢ Davis duate desires ad- 
RANE 1 COLON oh Seaaas will wy ~- ee: 


ORE than 935.000 re of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


— SIvER, Powell desires position, 
ence, execU' iveabiliy. pao. 
*apvele eTISING,” Gea Del. Paterson 


ls NEWSPAPERMEN’S EXCHANGE. 

blished 1898, represents peag aan work- 
ers in all en icon wane for klet. 
Main S8t., Springfield. M 


A*® now employed. San for position as ad 
manager and solicitor for live daily after 
July 10. Eeperienced; business bringer. Write 
quick. “BOX 285,” Burlington, lowa. 


agp tema and business manager open for 

coeomemment. Bright, original, successful, 

practical, excellent record. rrom sroP. ly might 
secure my services. “*RESOURCE. Foare P.I 


ANTED—Business manager ti eaten 
trade pecan with advertising 

or publishing M yyeat pews Bad join present editor 
ement and control. ets J invest- 

ment required. PUBLISHER, sad 


penatenstontebecicat 
DVERTISER’S agin @ posi- 
tion where I can assisst advertiser to pre- 
pare and place copy; year’s experience in adver- 
tising; college man; age 24; salary moderate. 
Address G. V. K., 353 W. Sieh St.. New York City. 


IGH-CLASS pro ition is open to men of 
ability. New dry powder fire extinguisher, 
eins ocerriping nm the market a 
territory assigned. Write at once for pre) 
tion. THE FIRE-KIL-ER COMPANY. 
Broadway, Los Angeles, Cal. 


WANT p g editor. Seven 
years’ FO » praction training as printe' 
ot gg a editor, correspondent, editori: riai 
r. busi; manager. Can build news serv- 
feet that vir old circulation. ey) entuaet- 
astic, energetic, conscientious. F. FA RBAN 
Printers’ Ink. 


PP ORRIETARY MEDICINE ADVERTISING 
ITER, open for ences, wees or 
partial time. Thoroughly e rienced in all 
phases of medicine advertising. Bright, original 
leas. Testimonial from Munyon. Ozone Co., Dr. 
Slocum, Toxin Pills, Marvel “and others. "Ad- 
dress T. M. HUMBLE, Toronto, Canada. 


ARTNER WANTED—Sell third interest well 
established newspaper 50 miles Phila. En- 
tire plant new. Owner. not a print. needs partner 
take charge composing room. Not question of 
Price as much as find of man and abitity as 
printer. If can p $500 cash, giving secured 
Rote $2.000 adit: ad "investigate this.” Address 
“PARTNER,” care Printers’ Ink. 
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apr A case of bad health that RIPANS 
TABULES will not benefit. 
millions y the Tabules have been sold ina le 
ened and a package containing ten can 
ught at any drug store for five cents. 

Ae AND SOLICITORS — You 

mak to $500 a month with a little cnnr 
work, ry hy hours a —~s by a new and o: 

pian I have worked out and proved tobea — 

vianer. It’s a square business proposition 
business men rightin yourowntown. Write oe 
information--it : mons for you. 


36 Ackerman Building, 
Binghamton. N. Y. 


bd YOUNG MEN AND WOMEN 

of ability who seek positions gouseeners 
and ad — should use the classified col- 
umns of PRINTERS’ LNK, the business journal for 
advertisers, a weekly at 10 oe 8t., 
New York. Such rtisements will be inserted 
at 10 cents per line, six words to the line. "PRINT: 

ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


DVERTISEMENT WRITERS, especially be 
ginners, will have Fen io ene. 

nity to demonstrate their abili 
new! by writing to us. We will’ tell you how 
to start a business of your own at home which 
will Ad AS... to —- your reputation as an 
adwriter than years of ordinary experience. 


Write to-day. 
WELLS & CORBIN. 
Suite B, 2219 Lana Title Bldg,, 
Philadelphia. 


A ARE YOU SATISFIED 
with your present pees or or salary} 
not, write nearest office for booklet. Waters 
for 8, secretaries, advertisin 
men, newspaper men, salesmen, ete. Techni 
clerical and executive men of’ all kinds. High 
grade exclusively. 
“ae ee (iKC.), 
Suite 511, 309 Broadway, New York. 
Suite 815, Ponnaylvante a Bldg.. Phila. 
Suite 529, Monadnock Bldg. , Chicago 
Suite 1326, Williamson B) io ‘Cleveland. 
Pioneer Bidg., Seattle, 


7 ANTED—Clerks and pone with common 
school educations only. who wish to qual- 
ify for ready positions at a week and over, to 
write for free copy of my new p is and 
endorsements from leading concerns every- 
where. One graduate fills $8,000 piace, as lace, another 
,000, and any number earn $1, e best 
clothing ad writer in New York owes he suc- 
cess within a few months to my teachings. De- 
mand exceeds su’ nly. 
GEORGE H. LL, Advertising and Busi- 
ness Expert, 82 Temple Court, New York. 


W ‘NTED — ADVERTISING MAN FOR DE- 
PARTMENT STORE. 








A large New England store requires a first- 
class man to assume charge of its department of 
advertising. Must be a man broad in his ideas, 
progressive in his methods, persistent and con- 
sistent in his work. He can have charge of the 
show windows as well, and will receive the same 
daily department report that goes to the mer- 
chandise manager, in fact, he will be given every 
opportunity to work intelligently. He must also 
be strong on high-grade folder work. If you are 
not a first-class man, able to command a good 
salary, do not reply to this advertisement. If you 
feel sure you fill the requirements address 


THE HOWE & STETSON CO., 
* New Haven, Conn. 
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r ae _aitention of ambitious advertisement 

is directed to the offer in this issue, 
under’ yet “Adver eee Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


cnammantenindiiyiiiiipiewanesiamman 
ADVERTISEMENTS WANTED. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
+o 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 





PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


—_+o——_ - 
CLASS PUBLICATIONS. 


ARDWARE DRAL ES MAGAZINE. Circu- 
lation 17,000 ‘@O). Broadway, New York. 


INSTRUCTION BY MAIL. 
OUR DOG CAN READ PEOPLE at a glance. 


Can 
WE Ga TEACH YOU to read people like open 
pmo ye mow | their characters, talents, strong 


Weak po 
TAKES ONLY TEN WEEKS and $10. Easy 
study ay ane easy payments. We deliver the goods 
or re 
NO NONSENSE about our method. No palm- 
uesry. astrology os occult Lng es. Based on physi- 


ology ane scien: 
USE CWENTY. YEARS. Pupils all over 
world. Only twokicks so far. Mention P. 1. and 


sample will come. 
" BCHOOL OF HUMAN NATURE, 
Athens, (ia. 


DESIGNERS AND ILLUSTRATORS. 
ee. illustratin i- 


engrossing, illum: 
ergravin: ithe rouhing. © art Ys a 
ing. "THE iciNGLEY Srui6, 245 B’way, N.Y. 





~~ paPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York city: 
Coated papers ae alias prea Perfect 
White for high high-grade 


INDEX CAR CARDS. 
i you wou save money 0 phy he on your index card 


snpolics, pay Gives 
STA DARD INDEX CARD CO., 
Rittenhoure Bldg., Phila. 
Mfrs. of Index Cards exclusively. 
————+or—— 


MAILING MACHINES. 


HED DICK MATCHLESS MAILEK, lightest and 
quic ickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 


MRE le a 
ADDRESSES FOR SALE. 


R. F. D. route names; Ohio, 5 new 
Z. X. COREY. Marysville, O 


NEWSPA PER BROKER. 


UYERS and sellers of newspaper properties 
get ee to their mutual advantage, 
pom J publicity, = my successful methods. 
e Yr propert: es and jons § a 7 pavers 
nee to you! NGS' ‘ON, 
Michigan ? Newspaper Broker, 57, Mien. 
—__+or+-—_—_ 


1,45 





HALF-TONES. 


owe! copper half-tones, 1-col.. $1; 
rin. THE iS hg rd hie x 
GRAVING | co., Youngstown. O 


E coma ee to estimate on your half to 
her for the newspaper or other bon og 
STANDAKD ENGRAVING .,61 Ann St., New 
ork 


bbe y~ HALF- wets 
2x3, 7ic.; 3x4, $1; 4x5, $1.60. 


Salresee ae Thay cash ‘accompanies the order. 


8nd for samples. 
KNOXVILLE ENGRAVING OO., Knoxville, Tenn. 








PROPRIETARY REMEDIES. 


T= BLUE ey od INHALER, A new ¢ 
For all those thi ngs for which an inhaler 


‘ood. this is the best that ever was. It isa germ 

enrorer and nose opener, a remedy for 
tonsilitis, bronchitis, asthma, hay cover aa 
every disease of the throat, nose or air passages, 
Better than a gargie for sore throat. Sold for § 
cents. Sent by mail by the manufacturers on re. 
oolase ot Hie Address THE RIPANS CHEMIOAL 

Y, No. 10 Spruce St., New York. 
————__+oo__—— 


COIN CARDS, 


1,000. Less for more; any printing, 
$3 THE BOLN WRAPPER CO. Detroit, mick, 


1,00 os rR e gated to reer ae 


thousand 
COIN MAILER © con Bex Ft. Madison, lowa, 


o> 
HOUSE-TO-HOUSE DISTRIBUTING, 


HERE is only one agency that has an estab- 
lished reputation for a systematic house-to- 

house distribution of advert: of alld 
tions in all towns and cities of importance 
the United States. Every piece of matter ig 
D! by men who are reliable, experienced and 
who e this an exclusive business. Can 
references aon many bead’ advertisers, 


‘0 
noon Advertising Distributor, 
it. Clair St., Cleveland, O. 


BRE ES 
DECORATED TIN BOXES, 








T"s ofttimes 

You cannot im male _ Senntifaltet ‘in 
boxes can be decora and how cheap they is 
until you get our samples and qu uotations, 

year we made, among many other things, over 
ten million Cascaret boxes and five million vas 
eline boxes and are, Send for the tin desk re 
minder called ** Do It to It is free; so are 


eras aa \ 1 GRICAN & HOPFEN Oiirany, 


ll Verona 8t 
Brooklyn, New York. 
en largest ‘maker of Tin Boxes outside of the 
a 
PRINTERS. 


P®at RS. Write R. CARLETON, 
Nebo for copyright lodge cut eee 
———__ ++ —--—— 


ADVERTISING FOR ABSTRACTERS. 


ys E —g efficient service service comes from speci 
write only one class of bye 
aunn ad title business. This is m; ‘ialty; 
= one subject is big enough. No use ay bbling 
in a dozen subjects as w.de apart as breakfast 
food and roofing tin. Concentration on one gen- 
eral theme secures dignity and emphasis. 
And it takes a peculiar knack to write interest- 
ingly on so dry a subject as land titles, and this 
knack, they say, I possess in a remarkable de- 


Likeinsurance, the abstract business is destined 
to become universally popular through advertis- 
ing, An educational campaign in every county 
in the United § anes, properly conducted, is sure 
to bring a rich harvest to local abstracters. | 
am rapidly ily building up a growing business for 
the ver in of ning in a new field. 

Booklets, folders, Soailing cards, follow. 4 be 
ters—as well as straight readers and disp 
—all come easy to me (in the designing, 
and printing), because | am full of my a rg 

ing an experienced abstracter myself—and a 
sometime printer. 

I have a proven plan for doubling the business 
of any abstract firm or individual who has not 
yet tried advertising. 

Send - nana aE VA for 4-inch ling ad, 

P.0 aon VAUGHAN, Lockesburg, Ark. 


ge 








PRIOR C CARDS. 


GEND for samples of the handsome price cards 

we sel) at 50 cents the hundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICK CARD CO., th and Filbert 
Streets, Philadelphia, 
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MAIL ORDER. 
I" order to advertise our ise our famous Regal Fount- 

ain Pen we will send you one for only ten 
eents in silver. Address JOHN F. DUNN, 1277 
Third Avenue, New York City. 


oS 
PUBLISHING sy -— ~ paae OPPORTUNI.- 


9 00 CASH buysa 
9 Connecticut spay. 
earest com ee oa” miles 
distant. In 1 
ly n le oan the 





a M. PALER, 
ews] r Broker, 
277 Broalway “ New York, 
115 Dearborn Bt., Chicag 


b iy hy are great periodical oppc rtunities. 
re is splendid territory available, 
But at first sight a of the best things 
pad couse a Dblishi rty 

se a@ pu ro) 
As he does a new craw datum 


—— is why id su a fellow 
snapped 


Here 7. a a mechanical weekly 
Which offersa t A gaye A 
» man 


fange with p 
But it is large w “lay 


Not ithet east: roperly covered. 
Itis worth a careful’ i tio “J 
By one with com cod eu 

RSON £5 


Seller of Putlichin — y xclusi is 
BS oy Lay a Ta ely 
Ask for my new Bull Metin. 


——__ ++ 
ADDRESSING MACHINES. 


seanerre MACHINES—No type used in 
Wallace stencil addressing machine. A 
card y= bef m of addressing used by the 
largest pul ers Frouesens thee country. Send 
for circulars. Addressing done at low rates. 
WALLACE & CO., 29 Murray St., New York; 510 
Pontiac Bidg., Chicago, Tl. — I. 


HE STANDARD AUTO ADDRESSER is a high 

speed addressing machine, run pa dy Ang) or 
foot power. ae em dex idea, 
Prints visibly; perforated card used; errors im- 
; operation simple. Correspondence 80- 


B. F JOLINE & CO., 
128 Liberty St., New York. 


+> 


FOR SALE. 


R SALE—A No. 5 Royle Roster in first-class 
condition, with bel E. R. WILLIS, =) 
Torrey Street, ” Dore chester, M 


oo SALE— Evening ing daily « and wonky newspa- 
litics hee a ge in sone. seat; 
torn a of =. Popais' tion 25,000. ress “W, 





For SALE--Conpiai@ 
sonpoes also full line _ a jBnerish do 
machinery. In condition. 


.LER, Chippewa Falls, Wi Falls, 


NEWSPAPER office for sal Paying 
mocratic weesty in southeastern 1 _— 
Sine of 2,300. 
time, Seveetipese ch this. iis ISLIABLE,” care P. care P. ° 
OUNTRY weekly newspap news r. Best section of 
California. Boe $3,000. Terms if desired. 
If you wish 3 makea ee for health or profit 
inv: CHOLS, Mountain 


T THE DONELLAN DUPLICATOR. 
ae perfect ae aaeeneen and is used moat 





Bepress and Standard Oil Compames. 
$1 THE MAYLEW coe Baltimore, Mae” 
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RUBBER STAMPS, 


Posts CENTS pays for a Weny stamp fac- 
simile of your signature. "any stamp under 
3 inches, 10 cents a line. All work jaranteed. 
Ask for catalogue. A. EMBREE PR: NG CO., 
Belton, Tex. 


PREMIUMS, 


YON & HEALY’S NEW PREMIUM CATALOG, 

now ready, contains musical instruments 

of all descri ions. including a special cheap 

calling: machine; §20,000 worth of our — 
guitars used in a single year by one firm 

premiums Write for . PREMIUM CLERK, 
yon & Healy, 199 Wabash ive., Chicago. 


ELIABLE goods are trade builders. Thou- 


publishers and others from the foremost makers 
i “oo eaokens in jewelry and kindred 
a peice justrated catalo; 
published pay issue now ready; 
F. MYERS CO.. 46w. 48-50-52 Maiden Lane, N.Y. 





SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
oe of 17 Sees 8t., New York, sell more mag- 
— cut inks than any other ink house in the 
trad 

Special prices to cash sash buyers. 


RIAL ORDER—For $2.50, cash with order, I 
will send 100 sheets of the best carbon paper 
in the world. Lf ae the best you ever used re- 
turn at my ape 50 sheets ts $1 rath fm ag LL 
Address Wied JOHNSTON, ters’ Ink Press, 
Rose Street, “New York, 


Des 4 non-explosive, ee mtg = Bap sub- 
stitute for lye and 

tempers and improves  o suction rollers. Tt 
will not rust metal or hurt the hands. Recom- 
mended by the best printers for clean and 
protection of half-tones. For sale by the le 
and manufactured by the DOXO MAN’F’G CO., 
Clinton, Ia. 


ASTE users are offered _an innovation in the 
ws eee known as mag he — ater 


ae per box factories, mokere who 
use labels an: are, paper se paste in a * quantity 
je aay Ra ong its striking antages. 
Packed in neat boxes, can be kept for months in 
the office, with no waste, no dirt. no sour-smell- 
ing odor, uo slimy vessels to soil everything th ey 





eo, and y te ute ey by sim f= 
with cold water. I 
Ah BERNARD.- HOLMES AGENCY, s6North 
State St., Chicago, Ill. 
BOOKS. 
os ew PROTECT. 72. . book mailed 
k. 8. & A. B. LAC. — and 


free. 

Trade-Mark Experts, Wa Washington, b.c. 

6¢}DOINTS FOR PRINTERS.” *Full of 
9 nen? 0 


happy ideas and good val “Compact, 
complete manual for —~ %e. postpaid: 
HER, Dayton, O. 


HAT’S A DOLLAR FOR A BOOK THAT'S 
WORTH A HUNDRED TO ANYBODY 
WRITING ADS? We offer such a little volume 


containing 1,500 sayings, catch li 
meaty mottoes, in’ Rottons, — that attract 


attention and sell 00 postpaid. 
D PUBLISHING CO., 
1 Union Square, New York. 


TYPEWRITTEN I TTEN LETTERS. 


Deceit typewritten ritten letters which are 
‘ a samples free. SMITH PR 
CO., 812 Broadway, 1 Toledo, Ohio. 





ADVERTISING NOVELTIES. 
UMPING NAPKIN RING—Women 
folks go wild with el ht. mm SHELLONITE 
CO., Box 790, Manchest: 
64 ¥eri0 WALLET ihe sen ee fil nov- 


4 wh ang 
Travel AY Kor. 
ELTY TY ADVERTISING WORK WORKS, ‘a. Ind. 
—— your i business w — << pagher = | 
Buy them di 


ovelties, y I make 
holder. ' pom ag ty mail nic. ‘in Jonthes onse. 
Sample of each, 10c, J. 0, KENYON, Owego, N. ¥. 





























































































poaleeh ie te 36-9 


Pat rare 


chee 


East Nese 


oe 


42 PRINTERS’ INK. 


puree s SIGNS; pive ind cheapest, most 
durable and attrac door sign. Com- 

lete line of Celluloid N an 
fo les free. F. F. PULVER CO., Rochester, N.Y. 
7 latest novelty, Parisian Weather Indicat- 
Can be mailed in 6% meg penny 








ystage. $2" per thousand,finc imprint. 
Bend sc. for gample. FINK & SON, bth, above 





wr Sorel Je and pri and price new combination 
Kitchen Hoo To bill File. Keeps your ad 
before the housewife and lw man, THE 
WHITER KAD & yr » Newark, N. J. 
Branches in all large cities. citi _ 


— OR CONVENTION SOUVENIRS, 
e from nails. a attractive, sub- 
stantial and cheap. ome e, a World’s Fair 
souvenir, 1 
WICK HATHAWAY'S C’RN, Box 10, Madison, 0. 


—__+o+—___—_ 
ADVERTISING MEDIA. 


CENTS per line for advertising in THE 

10 JUNIOR, Bethlehem, P Pa. 

EF’ 8 rich fields, “22 E “22 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa. 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 





ceive the paper for one year 
OWN TALE, Ashland, peeeem, has a n- 
circulation of copies = issue. 


Both other Ashiana papers are rated at less than 
1,000 by the American New un Newspaper Directory. 


[HE TROY (0.) RECORD claims to be the best 
country daily on earth. It publishes an 
average of 2 more than 100 local and county news 
subjects and editorials each issue. Circulation 
average for 1903 was 1,138, sw. 1,138, sworn. 


1, 000, 00 TRAVELERS can be reached 
monthly through the eastern 
ona western sections of the Travelers’ Railway 
oF". Write for particulars to 24 Park Place, 
N. Y., or 158 Adams 8t., Chicago 


00 GUARANTEED circulation, 25 

9 cents a line. That’s what the 

PATHFINDER offers the advertiser every month. 

Patro. by all leadi mail-order firms. If 
‘ou_are be odvertising and do not know of the 
ATHFINDER, you are aro mething an good 

Ask for sample and rates. E PATHFINDER, 
Washington, D. C. 


ARDWARE DEALERS’ MAGAZINE. Circu- 

lation 17,000(©©). 253 Broadway, New York 
ee 2 
CARBON PAPER. 


I WANT a trial order for carbon paper—best in 
the world. If not the best you ever used re- 


turn a tod expense. ices: 
100 sheets, any GORGE. cvcscisied $2.50 
‘0 pueveeessse 1.50 
val orecpe, Bae 


asta. with ¢ 
wM. JOHNSTON, Printers’ Ink Press, 
45 Rose Street, - + New York. 


ajentinmnicatligemeninegite 
ADVERTISEMENT CONSTRUCTORS. 


mA6. CUSTER, caricaturist, writes 
ncise ads down at wn at Humboldt, = 


tone W. KENNEDY, 171 Vi Washington St., Chi- 
F cago, writes ad’ vertising—your way—his ’ way. 
hee. M. M. STEINBISS, 


High clace s ndrectding al Matter, 
6th Street, St. Louis, Mo. 


RITE YOUR OWN ADS. Full course of les- 

sons in adwriting for the general mer- 

chant and department store man in the Cincin- 

d 25 cents for one year’s 

trial n to THE CINCINNATI TRADE 
REVIEW I 5 Main St., Cincinnati, Ohio. 


$1, 000 “an you's rive @ good ad t 
nm you write a n prose 
> peaert you = oad ° pen or pencil 
sketch! We are going to 1,000 cash thro: h 
the Morgan Advertising Agency, Chicago, Twin 
monthly awards, for Costs nothin; 
to t Send postal a ,- BS THe 
OLA CO., AV 148-148 W. Madison Street, 





PRCA, one and senate writing for 
retail business. Very low rate 
LEAGUE. New York. j anes 


OOK TO YOUR APVBETIONNG LETTERS. 
The “Letter Shop” Franklyn Hobbs, j 
the Caxton Block, Ch Sf is the home of Otiet 
nality in Advertising ~ Ask for folder, 

*Bout Advertising Letters. 
ding advertisers are | inning to recog. 
nize the difference between effective advertising 
by mail and haphazard ree ‘it 
your advertising wagon to a two-cent sta) I 
cap furnish you witha harness that will spur 


the business. 
FRANKLYN HOBBS, 
Composer and kditor of Advertising Letters. 


IF YOU KNEW 


one even whose ; 
decidedly “ stiff,” | was the only profitable kind 
you would drop “cheap,” every-day stuff, in- 
stanter. Fine, individual, unusual things con- 
stantly secure corres ndence from sti 
who reason thus: ell, 1 guess a concern that 
sends out such sstenatine literature as this s 
worth writing to.” itis the sheer inability of 
thousands to put SELLING POWER into the 
front seats and keep FIRST COST in the “ back” 
ones that = them from making their ad- 
vertising vastl ore forceful and profitable 
—— = “only infallible test ot rc 
Ww. will produce and not only A 
IT COST. re those who know this to be trve I 


make Catalogu: lets, 

lars, Folders, Mailing Slips ‘and Cards, Newsva- 
per, ... azine and Trade Journal Advts., ete., 
etc., I giadly send, to those whose inquiries 
poem business, Samples that illustrate what I 
p= pol by “ — unusual things.” No pos 
No. 2. FRANCIS I. MAULE, 402 Sansom 8t., Phila 


hig ADVERTISEMENT CONSTR UCTOR 
(Amateur and other). 
$200 FOR THK BEST ADVERTISE: MENT. 
100 FOR THE SECOND 
EACH FOR THE NEXT FOUR IN MERIT, 


For the purpose of enc encouraging amateur ad- 
vertixement constructors, as well as sie ane the 
aid of the masters of the profession, the 
Chemical Company will, within the next twelve 
months, pay ten dollars s each for fif! es —- adver- 
tisements submitted to them that they think 
good enough to be worth using, and pay fom day 
to day as accepted, and at the end : hay 
December 2, 1904—will award an 500 in 
cash prizes for the six best an moet effective 
adve: ments that have been submitted. 


The advertisements of the Ripans Tabules 
have been before the public for twelve years. 

They were the first largely advertised pro 
etary medicine ever sold in tablet form. erent 

They were the first onal for dyspepsia ever 
successfully popularized th tbrough advertising. 


They are the only propristary medicine sold in 
the drug stores at so low a price as five cents, 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a be i et remedy, have 


been received at office o:  Ripans Chemical 
Company in twelve months. 

Ahundred million n Ripans Tabules nove been 
purchased at drug stores in the United States in 
asingle year. 


Every 7 os store in n America sells Ripaat 
Tabules, can give names and addresses 0 
persons who have been benefited by their use. 
Interviews with such persons furn' the 
js material for effective aavertisements of 
sTabules. Each case has what seems pe- 
euliar points, but when carey ted to the public in 
an advertisement appeals to thousands of others 
procienty like it who had thought themselves 
he only ones who suffered in that precise way. 
The remedy that cures or rejieves one is a boon 
to every other person living under similar con- 
ditions. ‘The advertising value of individual 
cases van hardly be overestimated. 


Address all commanications t ea 
CHAS. H. THAY 
THE RIPANS vOHEMICAL © COMPANY, 
No. 10 Spruce 8t., New York. 
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A BRIEF history of the Railroad Ga- 
getter, New York, tracing its develop- 
ment during forty-eight years, forms the 
introduction to a booklet issued by that 
weekly in which are contained favor- 
able opinions from several hundred rail- 
road officials. 








Displayed Advertisements. 





20 cents a line; $40 a page; 25 per cent extra 
Jor specified position—if granted, 
Must be handed in one week in advance 


HANO 


Modern Manifolding 
Business System for 
Avoiding Disputes 
with Customers 


PHILIP HANO @ CO. 
806 to 814 Greenwich St. 











The Original PEOPLE’S COMPANION 





Always « paying medium. Mail order 
men, send atrial ad. It will speak for 
itself. Ad rates: 5 cents per line, 50 cents 
per inch, 

EDWIN DE LONGE, Publisher, 
BEWARE OF IMITATORS. 








606 GERALD BLDG., CHICAGO. 
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One of the greatest problems that con- 
fronts the adman is to teach type to 
talk.—Omaha Trade Exhibit. 





“Changed financial condi- 
tions in this country are largely 
responsible for the rapid in- 
crease in the demand for an- 
nuities. 

One thing which has deterred 
many from investing their 
money in annuities is the fear 
that if they should die ina year 
or two, they would lose a large 
amount in proportion to what 
had been returned to them.” — 
Insurance Post. 

Can now offer a new feature 
in annuities with money return- 
ed at death or stated time; 
money as safe as if invested in 
United States Government 
Bonds. Write to-day in con- 
fidence for full particulars to 

Lee & LINKEVIS, 
Kuhn-Loeb Building, 
52 William St., New York. 

















BAIRD WINDOW CLOCKS 


The only reliable 
window clocks ever 
offered for sale. © 
The method of 
hanging is a new 
invention and 
makes it possible to 
use fine pendulum 
movements. 

A Window Clock 
attracts attention. 
We make single 
clocks with or with- 
out advertising 
matter and will 
quote prices for 

ot thou- 


sands, 
Write for circular 
J and prices. 


BAIRD MANUFACTURING CO., 20 Michigan St., Chicago. 
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Memorial Day Salutation 


Orrice or Tue Reporter, 
Love.anp, Col., May 30, 1904. 
Printers Ink Jonson, 17 Spruce St., New York City: 

Dear Sitr—We are going to give your news ink another trial, and here- 
with inclose you check for $5, for which you will please freight us, as promptly 
as possible, a 100-poundkeg. We have been buying our ink and paying from 
15c. to 25c. per pound ever since we bought our last lot of news ink from you, 
some six or seven years ago, and we are tired of what you claim is a useless ex- 
pense. Now, we have been saying a great many nice things to our fellow 
newspapermen about your job inks—no inks are better than they are -and we 
are willing to join hands with you in guaranteeing that they will suit the most 
exacting. This being the case with your job inks, we believe that your news 
ink will suit us, hence this order.» We wish, however, to give you due and 
timely notice that if, after a fair trial, the ink proves unsatisfactory, we shall 
write you a very emphatic letter and give you a good old-fashioned heart-to- 
heart cussing for leading us astray. We hope, however, we shall not be 
forced to take such strenuous methods with you, and seriously we believe we 
shall be satisfied. Yours very truly, W. L. THornpyxkeg, 


Send for my price list and compare it with 
what you pay for inks on credit. The saving will 
help pay your expenses to the St. Louis Exposition. 


ADDRESS 


Printers Ink Jonson, 


17 Spruce Street, New York. 





aQ- More Orders 
=RZ at a Smaller Cost. 
In the Ethridge Mail Drummer System we offer what is un- 


doubtedly the most perfect, effective and economical method of 
getting business through the mails. 


By the use of this system we can get for you more orders 
either in territory you are now working or from fields you have 
never entered at a smaller cost than they can be secured in any 
other way. 

We are proving this to a long list of representative Ameri- 
can manufacturers. 


We can prove it to you, if you will give us a chance, 


The only way to get business is to go after it, and we have 
the system that goes after it and gets it. 

Write for our booklet, “DO MORE AND MAKE 
MORE,” which describes the system in full. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
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IN TOLEDO 


AND THROUGHOUT 


NORTHWESTERN OHIO 


53,000 


INDUSTRIOUS, THRIFTY, WELL-TO-DO PEOPLE 


DAILY 











READ THE 


TOLEDO TIMES «0 NEWS-BEE 





AND THE NUMBER IS CONSTANTLY GROWING. 


This is a class of people you should reach. It is a class of people 
that constitutes a great proportion of the buying 
public of this territory. 


TALK TO THEM THROUGH THE 


TOLEDO TIMES AND NEWS-BEE 


GUARANTEED DAILY AVERAGE CIRCULATION: 
FEBRUARY, 1904, . . . . 60,775 
MARCH, 1904, ... . . 62,659 
APRIL, 1904, Se sky - 62,732 
Ae ee ee ee 


This is 29,000 more daily circulation than any other newspaper in 
this territory even claims. 


SCRIPPS McRAE LEAGUE 


The Cincinnati Post Cleveland Press 
St. Louis Chronicle Toledo Times and News-Bee 
Covington (Ky.) Post Akron, 0. Press 


COMBINED CIRCULATION OVER 400,000 DAILY 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, tens ad window 
cards or circulars, and any other suggestions for bettering this departm 











I am reminded by the receipt of 
the cards reproduced below that 
the dentist who hesitates to trans- 
gress the ethics of his profession 
and advertise in the newspapers 
for new customers, has all the 
more need of keeping his old ones 
and may employ a modified form 
of the “follow-up” without loss of 
dignity or professional reputation. 
I don’t know to what extent this 
method is employed, but it is an 
excellent one, because the receipt 
of these cards at intervals of three 
months or so serves to remind one 
of the necessity for the dentist’s 
services and perhaps, as in my own 
case, of good work in the past. 
There is a sort of subtle flattery in 
it, too, that counts for a great deal 
in some cases. The face of the 
first card reads like this: 


It is advisable that the teeth be ex- 
amined several times a year for their 
proper preservation. 

I find by my records that three months 
have elapsed since your teeth were ex- 
amined by me. 

If you wish an appointment kindly 
fill out and return this card. 

Dr. Frederick Crosby Brush, 
1183 Broadway, New York. 


and the other side is as follows: 

MERE go Bion dees ois 
Wishes an appointment with 

Dr. Frederick Crosby Brush, 
1183 Broadway, New York. 


Cee meee meee weer esas eeeeseee 


Here’s the other card: 

My usual office hours will be kept 
during the summer months. 

Appointments may be made for any 
hour suiting your convenience. 

If I were as good a dentist as 
Dr. Brush (no charge) I think I 
should find some way of reaching 
desirable customers with modest 
but convincing statements of my 
knowledge and skill. It might not 
be through the newspapers—I can’t 
say, off-hand, just how it would 
be—but there is a way and I would 
find it somehow and soon. If it 
happened to rub some of my pro- 
fessional brethren the wrong way, 
well and good; I should get the 





larger clientele and the cash, 
and let the other fellow occupy his 
waiting room and. nurse his dignity 
while waiting for suffering human- 
ity to worm his address out of the 
directory and hunt him up. I be- 
lieve that a dentist can advertise 
in a dignified way that will bring 
the right kind of people without 
attracting many, if any, of those 
whom he would consider undesir- 
able. I think it has been and is 
being done, and that the time is 
not far away when any dentist may 
advertise without provoking ad- 
verse criticism from anybody. 
Small Space Well Used. 


Here’s the Style 
in Sticks 


at Little Prices. 


Weichsel and _ Partridge 
wood, with neat silver trim- 
mings; value 50c., at 25¢. 

Fine partridge, in differ 
ent shapes, trimmed with 
sterling silver; value $1.25, 
at 75c. 

Bamboo, partridge, malac- 
ca, etched wood, either plain 
or sterling silver trimmed; 
value $2.75, at $1.45. 

ABRAHAM & STRAUS, 

Brooklyn. 











The Rogers-Peet Ads Have Long Been 


Standard for Good Clothing Ads. 
The sun smiled yesterday | 


on men who wore— 
Stiff hats and heavy suits. 


a 





Straw hats and _ light 
weight suits. 
Straw hats, light weight 


suits and thin underwear. 

Straw hats, light weight 
suits, thin underwear and 
low shoes. 

The last man smiled back 
in comfort. 

We’ve all the comforts of 
clothes for warm weather— 
all ready for you. 

Going away to-night for 
a vacation? 

Need a Norfolk suit or 
flannels; suit case; golf 
balls? 


ROGERS, PEET & COM- 
PANY, 








New York. 




















lis 





When You Go # 
Trade, Like This, You Are Pretty 
Sure to Get More Than the Fellow 
Who Tries to Cover Everything in a 
Single Small Ad. 


ter Some One Line of 


PRINTERS’ INK. 


As Good as a Column—Goes Straight 
To the Point and Sticks to its Text. 








A Boys’ 
Oxford Season. 


This is going to be the 
reatest season ever known 
or boys’ Oxfords. If you 
go in for style at all, you 
will want to be ready to put 
aside your high shoes and 
don your low ones just as 
soon as the weather settles. 

We are eager to have you 
see our splendid stock of 
Oxfords for boys and young 
men who wear sizes 1 to 
5%. Tans, patent colt or 
black calf. Prices—$2 and 


$2.50. 

The styles are identical 
with the most fashionable 
men’s Oxfords, the lasts over 
which they are made are es- 
pecially designed for grow- 
ing feet, and the fitting is 
done by experts. 

Our boys’ shoes and Ox- 
fords start at $1.20. 

DALSIMER, 
Basement Department, Open 
Saturday Evening. 
1204-1206 Market Street, 
Philadelphia, Pa. 


— 


Do You Need 
A New Sidewalk ? 


Cement, when it is laid as 
we lay it, makes the hand- 
somest, most satisfactory 
walk or curbing. The ce- 
ment work done by M. S. 
Hotchkiss in Binghamton and 
Lestershire in the past 10 
years, proves its durability. 
May we estimate for you? 

Fire proofing and Build- 
ing Construction of Hy- 
draulic Stone. Work fully 
guaranteed. 


CEMENT PRODUCTS 
COMPANY. 
M. S. Hotchkiss, Mgr. 


184 Water St., Binghamton. 
17 Grand Ave, Lestershire. | 


Good Argument. 











This Will Do Very Well. 











This Weather Is 
Hard on Trousers 


Couldn’t be worse, and 
it’s quite likely you are even 
now thinking of getting sev- 
eral new pairs. It’s the best 
part of dressiness to have 
two or three pairs of trous- 
ers to contrast with your 
coat and vest. 

In our regular stock we 
have men’s trousers at $3.50, 
$4.50, $5.00 and by half 
dollar steps up to $9.00. 
Choice is from  cassimeres, 
imported cheviots and fancy 
worsteds—in stripes, checks 
and plaids. Our trousers of 
outing flannels and _ wool 
crashes are also ready in the 
above price range. 

At $3.50 we are selling 
Summer frousers for men, 
worsteds in dark gray pat- 
terns that are worth $6.00, 
$7.00 and $8.00. They are 
what remain from a_ pur- 
chase we told you of last 
week. All waist sizes and 
all lengths. 


JAS. HORNE CO., 
Pittsburg, Pa. 


The Way 
to Make Money 
Is to Save It. 


The man with a few hun- 
dred dollars in bank is able 
to take advantage of oppor- 
tunities that are clear out of 
reach of the thriftless man. 

Begin with a dollar if 
you can’t spare more—4 per 
cent interest. 

We have an_ interesting 
booklet on banking by mail 
that is yours for the asking. 
THE UNION SAVINGS 





BANK, 
Frick Building, Pittsburg. 








Good Because it Tells Just What Wo- 
men Want to Know About a Curtain 
Stretcher, Including the Price. 








This $1.49 
Curtain Stretcher 
on Friday for 89c. 


Only a hundred in the lot, 
so come early—the Never- 
Sag Curtain Stretcher—good 
solid frames, strong steel 
pins and extra support from 
bottom to top of frame so 
that it cannot sag—no wash. 
ers to lose—equipped with 
attached easel back—posi- 
tively the last lot we will 
be able to procure to sell at 
Friday’s price—mail orders 
filled if in stock when re- 
ceived—just think of the 
saving afforded at 

Friday’s Price, 89¢. 

CAMPBELL’S, Pittsburg. 


































































Advertising Agencies. 
Advertisements under this head, two lines or more 
without y, 0 centsaline. Must be 
han in one week in advance. 


ALABAMA. 


A*=s ADVERTISING CO., Mobile, Alabama. 
buting and Outdo Outdoor Advertising. 
CALIFORNIA. 
URTIS-NEWHALL CO., Los Anges yo 
Can teat 1895. Place ad 


ee Effect! sate. ewmpapers, “trad plans Daperr. 


C COAST ADVERTISING. 25c. copy; $2 year. 


AREER AUS AND SWASEY. 107 New Montgom- 
ery St., San Francisco— agency west 
of Chicago;. occupy ee ft.;emplo: wd ngs ol 
manage all or any part of an advertising 

paign; c a ang hey money b; adviewng ju ju- 
y for , billboards, wall ens. 

street cars,distributin, etc. Can place goods with 
wholesalers and retailers. Knowing Ccast condi- 
Lave we can place your advertis’g without waste. 

Write for booklets. 


DISTRICT OF COLUMBIA. 
4 oe tay Want i. - 5 jon dailies. 
Send for listsan L. P. DARRELL 
ADVERTISING 5 AGENCY. Btar Star Bldg.,Waseh., D.C. 
ILLINOIS. 

—_ W. KENNEDY ADVERTISING AGENCY, 
Washington St., » Chicago, can place your 

week :3 any publication advertising. 


KENTUCKY. 
a. CALDWELL Adv. Ag’cy,Louisville, plans, 
prepares, places adv’ng; hewpapers, Mags. 


MICHIGAN, 
T= SHAW-TORREY CO., LTD., 719-731 Michi- 
Trust Building, Grand Rapids, Michigan. 
Magauine and newspaper a Fine 
equipment and art departmen' 


MINNESOTA 
OLLENMAYER ADVERTISING AGCY., Trib- 
une Bidg., Minneapolis. Recognized agency 
of the 0 Mosth west; wives small accounts i 
attention. Members American Adv.Agents’ Ass’n. 





NEW JERSEY. 


AIL order advertising a wocteliy. THE 
STANLEY DAY AGENCY, Newmarket, N. J. 


NEW YORK. 


es ~ AGENCY, 220 Broadway, N. Y. 
edical journal advertising exclusively. 


LBERT FRANK & CO., 25 Broad Street, N. Y. 
General, Advertising Agents. Established 

. Chi Boston, ladelphia. Advertis- 

os ~¥, all finds placed in every part of the world. 


EO. P ROWELL & CO., 10 Spruce St., New 
York, have en ee in per- 
son upon new: rs and retailers, ing wu 
State b: * y States and offer advertisers ~~ A 4 
usual facilities of this Centes. Schemes for in- 
troducing and selling g 


N° Ss AMERICAN ADVERTISING COM- 

PANY, 100 William Street, New York. the 
only co-0} tive advertisin, i agency in ex- 
istence. Pinces _ n ail classes of 
mediums. the American and 
Foreign tine the, Co.. Which handles American 
goods abroad and foreign goods in the home 
market. Communications from manufacturers 
desiring larger output requ: 





ICKS’ ADVERTISING AGENCY. 182 Nassa’ 
St., New York, established 1869, solicits cor 
responseaee from manu and 
who wish to create a greater demand for their 
= Bh eel of newspaper and magazine 


OHIO. 
LARENCE Ki RUNEY, Raney Bi Bldg, vy Cincin- 
wspaper, 
abvttides. ee cadens We Writings. 


48 PRINTERS’ INK, 


PENNSYLVANIA, 


ORRIS & WALES, Provident Build 
M High-class writing and designin, ine — 


MpPRE H.I. IRELAND ee AGENCY, 
925 Chestnut Street, Street, Philadelphia. 
F soos oattverd & HORNBERGER, 


1208 Commonwealth +» Phila, 
‘Less Black and White, and Biag.. Gray Matter.” 


RHODE ISLAND. 
O. F. w.. 58 AGENCY, Providence—Bright, 
“ad ideas,” magazine, news 
paper Li 


CANADA, 
OW often nts of American firms tell 
H that their advertising is ineffective bona 
notin harmony with Canadian ideas. 
Mp e can get = aed results for an a nappropriation 
pondence soli 
*DESBARATS 4 ADV. PAGENCY, Ltd. -» Montreal, 
ENGLAND. 
OME OVER TO ENGLAND—The § 
woode Advertising Agency wish to com- 
municate with Sg yn ee oy who are ready to 
consider a plan for Phe plan randed goods on 
the English ay ‘he 7 is wr and will 
take effect next Se ber, and is of such a 


blic. 
WOODE mADVERTISING AGENCY, 28 
Street Square, E. C. ~ 





As it is necessary to pay all 
cash for U.S. Government 
Bonds, many persons are sub- 
scribing for 20 Year Gold Bonds, 
which are issued from $1,000 
to $300,000, and which may be 
paid for in instalments. When 
paid for, a. great corporation, 
which guarantees them from 
issue, also guarantees to pay 
5 2-I0 per cent interest an- 
nually onface of bond. Should 
holder of bond die after first 
payment, full amount imme- 
diately becomes payable. 

For particulars write to-day 
to 

LEE & LINKEVIs, 
Kuhn-Loeb Building, 
52 William St., New York. 








Prices from the catalogues of the 
large Chicago mail order houses have 
been made the basis of a comparative 
booklet by W. T. Denn & Co., jewelers, 
Nephi, Utah. These prices talk elo- 
quently, and the booklet can hardly fail 
of bringing results in the firm’s terri- 
tory. 


“Men Who Have Made Their Mark” 
is a little booklet on the Success order, 
with a savings bank moral after each of 
its dozen brief biographies. It comes 
from the Pittsburg Bank for Savings, 
Pittsburg. 
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